











When a flavor is so loaded with eat-another-piece appeal 
that it sends sales curves soaring ...when it’s achieved 
such scientific perfection that the production man 
whistles while he works...then you’ve GOT something 
there...and it’s GOT to be a MAGNA-ficent MAGNA Flavor! 
Why not try MAGNA Butterscotch No. 4, 
Strawberry No. 6, Banana No. 6, or any of the other 
25 scintillating MAGNA Flavors. They're all 
premium in quality ...all low in cost, 


Write for complete information and price list. 


BEE & Reynano.ine. 


THE WORLD 5 GREATEST SUPPLIERS OF ESSENTIAL O1LS 
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Overflavoring 
Detrimental to 
Confection Quality 


by 
ARTHUR H. 
DOWNEY 
Technical 
Director, 


MME&R 


A common shortcoming of much 
confectionery now being produced 
is the presence of too much fla- 
vor in the product. Overflavoring 
—even though the flavor be the 
finest — does not improve taste; 
in fact, it has the opposite effect. 

It is now commonly known that 
the human palate is sensitive to 
flavor only up to a certain con- 
centration. When concentration 
exceeds this mark, the threshold 
of taste is overpowered. The 
delicate shadings of flavor — so 
necessary to quality confections 
— are lost. 

While overflavoring is undesir- 
able, underflavoring too must be 
guarded against. The progressive 
confectioner should determine the 
precise amount of flavor to be 
used, and then use it invariably 
in every batch. 

Confectioners who are not cer- 
tain about the exact amount of 
flavoring to use for best results 
are invited to consult the MM&R 
Technical Service Division. 
Merely forward a sample to my 
attention. An opinion will be 
rendered without obligation. 


Anthun, Rovonteyr 
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the world’s finest Almonds. . . 


world’s best-known box of candy 


Quality of ingredients is the watchword with 
the makers of the famous Whitman’s Sampler 
— a treasure-trove of the candymaker’s art. So 
they comb the world for the finest in chocolate, 
in fruits, in nuts. Naturally, California’s finest 
BLUE DIAMONDS are the choice in almonds. 

Here at the world’s largest almond “factory,” 
batteries of photo-electric machines provide 
the nation’s candymakers with precision-sorted 
almonds of every type. 


Working with more-than-human accuracy, 


these machines, under exclusive license to the 
Exchange, give a practical meaning to the 
word “quality”... a meaning that spells savings 
to you in handling and inspection costs. 


For full information on diced, sliced, halved, 
or “split” almonds, or whole almonds of any 
size or type, consult your BLUE DIAMOND 
representative, or write us. We're almond 
specialists, and have been for 39 years. Ask also 
for your free copy of the booklet “Formulas for 
Candymakers.” 


. America's Mo. 1 Supplien of Fine Almonds 


<ALMONDS > 


¢ 


@eliiiclacll> 
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CALIFORNIA 
GROWERS 


Tee getaal-labie) 


ALMOND 
EXCHANGE 


Offices: Chicago 


and New York 








TRIED in our Experimental Food 
Laboratory where the flavors to be 
considered are first incorporated in 
small scale candy batches. In this 
way, the flavor of the finished confec- 
tion—whether hard or soft goods, 
starch cast gums, jellies, nougats, 
chewing gum, or the like—can be 
accurately evaluated and adjusted to 
produce the exact taste effect desired. 


ce 








FRITUSCHE € 
Krothes, Ine. 


PORT AUTHORITY BUILDING, 76 NINTH AVENUE, NEW YORK 11, N. Y. 


BRANCH OFFICES end *STOCKS: Atlanta, Ga., Boston, Mass., *Chicago, tl., Cim- 
cinnati, O., Cleveland, O., Dallas, Tex., Detroit, Mich., *Los Angeles, Calif., Philadel pbia, 
Pa., San Francisco, Calif., *St. Lowis, Mo., *Toronto, Canada and *Mexico, D. F. 
FACTORY: Clifton, N. ]. 
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TESTED by our Flavor Testing 
Panel, the finished candies are sub- 
jected to the critical and impartial 
scrutiny of these judges. Here, con- 
sensus of opinion rules, and it is the 
final choice of this body that is then 
submitted by our Sales Department 
for the customer’s consideration and 
approval. 


By trying and testing our flavors 
first, the candy manufacturer is as- 
sured the EXTRA satisfaction that 
comes from flavors that are, in real- 
ity, custom made for his particular 
goods. 


May we suggest that if you are not 
entirely satisfied with some of your 


present flavors you call in our flavor 
specialists and let them proceed along 
these lines for you. 


THE MANUFACTURING CONFECTIONER 
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/ = Too many products that are made of 

/ eee the finest and purest ingredients still suffer 

[ from flavor anemia. Yes, they are dull, 

\ listless, their sales go limping along because of 
4 \ os flavor deficiency. Too bad! They could have 














Toa been best sellers, they have everything in 
: their favor except FLAVOR. That’s when 
an emergency call should be put in to D&O 
because D&O flavor chemists and the D&O 

research laboratories have evolved a most 
comprehensive range of natural and synthetic 

flavors to meet the exacting needs, specifications 

and price requirements of the Candy Industry. 

150 years of practical, progressive and 

successful experience qualify D&O to be 

your Flavor Doctor—your Flavor Specialist. 

Consult D&O about your flavor problems. 


DODGE & OLCOTT, INC. 


180 Varick Street - New York 14, N. Y. 


ATLANTA + BOSTON + CHICAGO + CINCINNATI + DALLAS + LOS ANGELES + PHILADELPHIA + ST. LOUIS + SAN FRANCISCO 
ESSENTIAL OILS « AROMATIC CHEMICALS « PERFUME BASES « VANILLA « FLAVOR BASES 


THE MANUFACTURING CONFECTIONER 

































50 GALLONS* oF 





Perfect for handling and 
storing all kinds of 
ingredients 


Friendly-to-foods Wear-Ever Aluminum safe- 
~ guards the purity and flavor of your products. 

The extra tough, extra thick, dent-resistant alloy 
7 p ives extra years of wear—cuts replacement 
*osts. Its lightness-ratio (weight to capacity and 
z Strength) i is a boon to plant employees. Mail the 
‘coupon today for full information regarding this 


® Ring welded on bottom gives protection from hard floors 

> Easy to clean and keep clean—rounded corners, smooth surfaces 
tra tough aluminum alloy—withstands hard service 

le with welded, loop handles for easy handling 


om 

The Aluminum Cooking Utensil Co. 4 
5712 Wear-Ever Building % 
New Kensington, Pennsylvania 1 
a 

4 

5 





Please send me information on 


_] Your new, sanitary gal. aluminum drum 
[-] Complete line of food handling equipment 


a 
POR. co cccccccccvcccccccetesesccccccccccncesccccccccccccccececeesos 
ADDRESS... wc ccccccccvccccvccccsccscccvcccccccccscccsesccccccecees ‘ 
CITY. .nncvcccccccccccccccccscccecs STATE 4 


TRADE MARK 


atG.u.s eat OFF 
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Crystallizing Creams 


We would appreciate it if you 
would advise by return mail the de- 
gree to which sugar is brought 
for crystallizing creams. Your at- 
tention will oblige. Also, please send 
us the book, “Candy Production 
Methods & Formulas,” as advertised 
in your magazine. 

—Canada 

REPLY: The crystallized syrup 
is usually cooked to a definite degree 
on the Baume Hydrometer. For crys- 
tallizing creams, the range is from 
33-35 degrees; a very tender, deli- 
cate cream will require the higher 
degree syrup. 


You will find it desirable to use 
the best grade of sugar in making 
this syrup; use a “strong” sugar. 
Cooking quickly is imperative. You 
can also judge the degree Baume by 
cooking to definite temperature, 


which may be easier. Can not give 
the exact temperature, but it will 
range from 215-225 F. A lighter 
syrup gives a light crystal, but the 
time element overcomes this. We 
prefer a cook on the lower tempera- 
ture range and also of a lower de- 
gree (about 33-34.) But, of course, 
what you may need will depend 
somewhat upon the nature of your 
creams, as well as the extent of crys- 
tal you desire. 


Candy Manufacturer Prefers 
The Manufacturing Confectioner 


Enclosed please find check for our 
subscription for one year. Please 
start us with the September issue, 
“The Buyers’ Guide.” We received 
your August issue as a sample copy. 
Thanks very much. We received sam- 
ples of all candy papers and can say 


we prefer yours—THE MANUFACTUR- 
ING CONFECTIONER. 

Please send us a sample copy of 
CANDY MERCHANDISING also. 

—Ohio 

REPLY: We are very glad to start 
your subscription with the “Purchas- 
ing Executives’ Number,” which is 
the 240-page September buyers’ guide 
and candy year book all in one. A 
copy of CANDY MERCHANDISING, 
“MC’s” companion publication for 
volume buyers of candy has been 
sent you under separate cover. 





Candy Emulsion Stuffing 


1 need some advice regarding 
candy. Through the Department of 
Commerce, Washington, | obtained 
your address. I am trying to stuff 
a candy emulsion into a mold with 
a machine. : 

Now it is necessary for me to get 
a candy emulsion that will not harden 
immediately, but remain soft during 
the time it is stuffed (20 to 30 min- 
utes). 

Could you give me any information 
if there is an artificial means or can 
it be done by a certain process? 

—Michigan 

P. S.: Also please send your annual 
Candy Buyer’s Directory to the above 
address. 

(Please turn to page 12) 














Model E Automatic 
Hard Candy Machine 


For producing spherical and 
Seamless shape hard candy 


Balls @ Kisses @ Barrels @ Olives 


There are over 100 different shapes. 

For clear or pulled goods. 

For hard candies that are free of fins and 
sharp or abrasive edges. 

It makes hard candies that are smooth and 
easy on the mouth. 

One operator spins directly to the machine. 

Capacity 3,000 to 10,000 pounds. 

Our Model E incorporates all the develop- 
ments of previous experience. 





To Prospective Purchasers of USED WERNER 
EQUIPMENT. 


When considering the purchase of used equip- 
ment it is advisable to determine the exact age 
of such equipment. 


It is suggested that you obtain the serial number 
of any of our equipment under consideration and 
write to us, the original manufacturers, request- 
ing information as to its age and the availability 
of parts for repairs. 


We, as manufacturers of this equipment, will be 





glad to co-operate by supplying this information. 








There is no Substitute for Experience 


John Werner & Sons, Inc. 


713-729 Lake Ave. 
ROCHESTER 13, N. Y. 
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A. new whipping agent...... 


Paarese utit\ 


What a boy! Whitson’s “100” 
-—the complete whipping agent! 


GG READY FOR AMAZING — and profitable — re- 
sults when you use Whitson’s “100” whipping 
agent, the new vegetable protein that gives you the 
candy you plan, every time. 


For Whitson’s “100”— always completely stable— 
teplaces egg albumen pound for pound, and takes all 
the guesswork and a lot of the trouble out of your 
candymaking. 


Here’s a whipping agent that will not weep, and 
will not shrink. Here’s a product controlled so that 
every batch of candy you make with it will turn out 
identical with the others. 


Whitson’s “100” helps keep bacteria down, too. 
Your candy comes up—every time— without any off 


colors, without annoying tastes or odors. 


When you use it, you don’t have to change your 
formula. You don’t have to bother about blending it 
with egg albumen. Packed in moistureproof contain- 
ers, Whitson’s “100” is ready whenever you want to 
use it. It can never go bad. 


Why not give Whitson’s “100” a trial? It’s wortha 


test to get the candy you plan, every time. Write, 
wire, or telephone for a free sample and prices today! 








Free—Sample and Formula Book), 


Send for them today! 


4 








WHITSON PRODUCTS 


DIVISION OF THE BORDEN COMPANY 
350 Madison Avenue, New York 17, New York 


jor December, 1949 


page 9 





600 TO 2500 LBS. HOURLY PRODUC- 
TION OF THE FINEST, GLEAREST, DRIEST 
AND GLOSSIEST QUALITY HARD CANDY 


NEW NATIONAL HIGH SPEED HI-GLOSS CONTINUOUS 
VACUUM COOKER 


Greatest improvement in the vacuum cooking of hard candy 
in the last thirty years. 

Quoting a foremost Pennsylvania candy manufacturer 
(name supplied upon request) who has installed 5 new 
National Hi-Gloss Cookers: 


“They have proven to be very economical to 
operate, and have established for us a new 
era in producing fine quality products.” 


Wide range in speed drive of syrup pump permits a wide 
range in production. Extra large coil cooking area assures 
the use of a lower steam pressure. This prevents sugar from 
excessive overheating — results in hard candy with a 
Smoother texture. Steam evactor is powerful and quick 
acting. Removes vapor and air immediately after vacuum 

THIS NEW COOKER PRODUCES: oN is closed. Sanitary syrup pump easily taken apart. 
Cooked Hard Candy Per Hour Shieik Meneses ven by a splash-proof motor. Operation of cooker is 
simple. Tremendous savings in steam. New scientific design 
2000 Ibs.... : culs steam usage fo fraction. 
2500 Ibs.......... ‘ \ Accepted by leading health authorities including the 
Check These Figures With Your Present Experience ie New York City Department of Health AS BEING OF SANITARY 
“. CONSTRUCTION. 
CONSULT US ABOUT YOUR PROBLEMS % : 
National engineers are ready to give you 
ON-THE-SPOT technical consultation and 
engineering details to meet your individual 
requirements. 


NATIONAL 
ENROBER 
and 


ALL-NEW Accepted by lead- 

ing Health Avu- 

ALL-STEEL __ thotiies induding 
pmavitay OSS 
OF SANITARY 


NATIONAL MOGUL MODEL M-100 construction. 


Precision built to the highest engineering standards. Operates at higher yet Sealy 
speeds, smoothly and with better quality moulding. New Harmonic alga 
Motion Tray Travel device insures smooth transfer of moulding boards : ates: , 
eee esti STrachaa™ wae Quick Scene pean ts =. sibility for cleaning. Designed for quick disassembly of pumps and 
pos er and eliminates vibration. New Silvertone Hydro-Seal Pump Ber tempering pers. Improved wire belt carrier rolls ovt as easily 
Be curately deposit heavier fondants such os caramel, novgat, and as a desk drawer and uncovers chocolate tank. Variable speed chocolate 
eee Pos wanton r flow control. All parts readily accessible. 


‘sel Milli ead Geneabonn iiielh Yow leant IMMEDIATE DELIVERY  —- Write Today or Wire Collect. 


NATIONAL EQUIPMENT CORPORATION 


NEW YORK 12, N. Y. 
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advises Lucian Pierce, 
Walter Baker Chocolate Consultant 


* * * 


Wherever you're located . . . what- 
ever your problem . . . you'll find a 
near-by Walter Baker salesman and 
chocolate consultant ready to serve 
you. This is Lucian Pierce of Phila- 


delphia, working on a customer’s job 





n Philadelphia, candy manufacturers look to Lucian 
Pierce for advice about quality chocolate coatings. For 
Lucian, like his father before him, grew up in the choco- 
late business. And twenty-eight years of experience have taught him how im- 
portant the right coating is to fine candy. 

A lot of things go to make up such a coating: flavor, texture, “snap,” gloss, 

mel ©6WALTER BAKER ; 36 te , 2 ; r 
CHOCOLATE aging, bouquet. But in Philadelphia the biggest consideration is color —because 
CONSULTANT Philadelphians like their chocolate dark. So Lucian Pierce recommends these 
particular coatings and liquors from among thirty-odd outstanding Walter 











Baker chocolate products made for the confectionery industry: 


CHOCOLATE LIQUOR MILK COATINGS 
Eagle Bournedale, Hinsdale, Hill- 


. largest selling chocolate liquor in the business’ top, Alderney 
VANILLA COATINGS .rich in milk chocolate 
Castle, Marvel, Detroit, Dayton 
“... bring out the best in your centers” 


color and flavor” 


Because the success cf-his business depends upon the success of yours, you can always be sure that a 
Walter Baker consultant will he glad to help you select the right chocolate for every candy you mak« 


Products of General Foods 


WALTER BAKER’ 


is ial neat CHOCOLATE COATINGS 
He Heil Word in ferviee Walter Baker Chocolate and Cocoa Sales offices in Chicago, Cleveland, 


Division of General Foods Cor- Los Angeles. New York, Philadel- 
peration, Dorchester 2 1, Mass. phia. Brokers in all principal cities. 
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LETTERS 


(Continued from page 8) 





REPLY: From the meager details 
given, it is very difficult to offer many 
suggestions. We might suggest in- 
corporating some glycerine or propy- 
lene glycol in your emulsion, which 
we think would assist in retaining the 
degree of softness required during 
the stuffing operation. We assume 
that water is one of the ingredients 
you are using and these suggested 
materials are soluble and should 
cause no trouble—that is, break the 
emulsion. Sorbitol should also prove 
effective. 


We are under a distinct handicap 
in making suggestions, because we 
have no idea what ingredients you 
are using. Possibly, coconut oil could 
be incorporated into your product 
which would also have the tendency 
to retain softness. 


You did not state whether your 
stuffing machine is water-jacketed; 
so that the “candy emulsion” may be 
held at some temperature controlled 
by the jacket temperature. If your 
product does not harden until it 














reaches room temperature, or shortly 
thereafter, we would think, that if 
feasible, controlling the temperature 
of the emulsion while in the stuffer 
would be simpler than adding other 
ingredients. Should you desire to en- 
lighten us further, we can assure you 
that such information would not be 
divulged, and possibly we could be 
of greater assistance. At any rate, we 
appreciate your confidence in us 
shown by your inquiry and trust we 
may contribute some worthwhile sug- 
gestions. 


Coconut Macaroons 


Will you please give me a formula 
for making coconut macaroons? 
—Michigan 
REPLY: Toasted coconut maca- 
roon formula follows: 
35 lbs. sugar 
25 lbs. corn syrup 
1% gal. water 
Bring to boil. Add 35-40 lbs. fine 
or macaroon desiccated coconut. 
Cook to medium paste when sample 
is tested on cold slab. Pour onto 
water-cooled slab. When almost cold, 
add: 
1 lb. egg albumen, dissolved 


1 qt. water 





vanilla flavor to suit re- 
quirements 
8 oz. baking powder 
Note: Make baking powder 1/3 
bicarbonate of soda, 2/3 cream of 
tartar. Mix thoroughly and form into 
balls. Place balls on paper-lined 
pans. Bake in oven with temperature 
of 350 degrees. To remove paper, 
soak with water. 
Texture can be further improved 
by using: 
30 lbs. sugar 
25 lbs. corn syrup 
5 lbs. invert sugar 
These macaroons have proven to 
be good retail items. 





Starch Cast Soft Center 


Could yau please send us a formu- 
la and process for making a good 
hand roll cherry center and a good 
starch cast soft center? Please give 
us this information at once. Thank- 
ing you for your service. 

—lowa 

REPLY: Due to our many re- 
quests, we cannot always give imme- 
diate service to our readers but ans- 
wer them in order of being received 
as soon as our Technical Department 
can give us the answers. Here are 
your requested formulas: 

(Please turn to page 22) 





LATINI 
continuous DIE POP 


MACHINE 


© HIGH SPEED PRODUCTION 

© CONTROLLED WT. & SIZE OF POPS 
© INTERCHANGEABLE DIES 

© GUARANTEED PERFORMANCE 


® ECONOMICAL OPERATION 


REPRESENTATIVE 
JOHN SHEFFMAN—152 W. 42nd St., N.Y.C. 








2035-39 W. Grand Ave. 


CHICAGO 12, ILLINOIS 


‘ CHOCOLATE SPRAYING CO. 
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THE WORLDS FINEST ORANGE OIL 


Made exclusively from oranges from 


the Sunkist Groves of California. 


Exchange Oil of Orange gives you 
more real orange flavor, drop for drop 
or pound for pound, than any other 


orange oil. 


“Distributed in the United States exclusively by 
FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 
“Distributors for: 

CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 
Producing Plant: 

The Exchange Orange Products Co., Ontario, Calif. 
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Give it all your tests for quality, uni- 
formity and strength. Then you'll buy 
Exchange Brand. 
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Scientifically Designed Without Grooves or Washers 


After exhaustive on-the-job comparative tests, Mill 
River Pump Bars won out over all competition with 
one of our foremost Candy Manufacturers. That’s what 
we like ... we don’t merely want you to take our word 
for the superiority of these Pump Bars, we want you 
to put them to the test and prove it. 

MILL RIVER Water-Sealed Pump Bars are the direct 
achievement of over forty years of engineering prog- 
ress in designing and manufacturing equipment for 
makers of candy. 

They are of the highest quality bronze with stainless 
steel valves and pistons. They are precision-made in 
the smallest detail to assure accuracy. 


Built without grooves or washers they are easy to 
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keep clean and will stand up rigidly under long stress 
and strain. 

Available in all sizes .. . single, double, triple and 
quadruple for Mogul or Separate Depositors. Special 
Bars for Chocolate Work. 

Details, prices, etc., gladly upon request. 


MILL RIVER 


TOOL COMPANY 


A. L. BAUSMAN ERNEST J. KEEFE 
338 WORTHINGTON STREET, SPRINGFIELD, MASS. 
Representatives 

New York — John Sheffman, 152 W. 42nd St. 
Chicago — R. W. Savage Co., 400 N. Michigan Bivd. 


THE MANUFACTURING CONFECTIONER 











for December, 1949 


When you use Clinton’s SYRUPS and STARCHES 


Clinton's laboratory tested syrups and starches are scientifically 
manufactured to insure you unvarying uniformity. Clinton's staff 
of highly trained technicians are constantly checking these prod- 


ucts to assure top quality, batch after batch. 


@ Our Sales Service Department is for your 
convenience. You'll find it mighty helpful 
and profitable in solving your technical 
problems. Write or call without obligation. 


Top S 


FOR CONFECTIONERS 
COAST-TO-COAST 


Clinton Foods, Inc. 


CLINTON, IOWA 
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dy Production 
Aethods 








rmulas 


a hig 640-page hook of candy “know how” 


ANDY PRODUCTION: METHODS AND FORMULAS, is a big, 640-page, extra- 
C helpful book designed to give practical “know-how” answers to problems 
of candy manufacture. Walter L. Richmond, the author, is superintendent for 
Garrott Candy Company and for Jane Garrott Candies, Inc., of St. Paul, Minn. 


In Canpy Propuction: MeTHops AND Formutas, Mr. Richmond 
describes fully the three basic operations for good candy manufacture: (1) 
Ingredients and Cooking Actions, (2) Mixing, Casting, Coating, Etc., (3) 
Trouble Shooting. Mr. Richmond tells both the reasons and the methods of 
operation. In addition, he provides carefully selected formulas for both the 
wholesale and the retail trade. 


Whether you have a large plant or a small one, Canby PRODUCTION: 
METHODS AND FoRMULAS will prove a valuable asset to your firm. Mr. Rich- 
mond’s book has 30 helpful chapters, as shown in the accompanying contents 
table. Its 640 pages contain 500 candy formulas and detailed production in- 
formation on candies. For quick, convenient reference, a numbered list of the 
book’s 500 formulas—grouped also under 32 main candy classifications—is 
provided. A comprehensive index and large diagrams showing both how to 
decorate Easter eggs and how to insert fruit and nuts in the centers are still 
additional features. Designed specifically as a production man’s text, Mr. 
Richmond’s helpful book also provides generous space alongside the formulas 
for notes during actual production in the candy plant. 


Canpy Propuction: METHODS AND FORMULAS is now ready for prompt 
shipment. Price is $10. Use the handy coupon below. 








BOOK ORDER . USE THIS ORDER FORM 


The Manufacturing Confectioner Pub. Co. 
9 S. Clinton Street, 
Chicago 6, Ill. 


Please send me Mr. Richmond’s new helpful book Canpy Propuction: MetHops 
AND ForMULAS which contains 500 candy formulas. I am enclosing $10.00. 
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ommend Another step forward in establishing 
acceptable trade practice rules for the industry was 
gained at the hearings before the Federal Trade Com- 
mission in Washington November 17. Both manufacturers 
of various types of goods and wholesale distributors were 
represented. A clear statement of policy on all types of 
lottery was made and evidently has full endorsement, 
as there was no objection voiced, although this has been 
a very controversial issue. The proposed trade practices 
can be secured from the Federal Trade Commission, 
Washington, D. C. Fhe proposed changes are now under 
censideration by the Commission, as reported on page 
64 of this issue. 


The policy on returned goods was a disappointment 
because of the serious loss caused by this one item alone 
—estimated at $6 million in 1948, about $2 million 
more than in 1947 (Department of Commerce figures). 
Approximately 1 per cent of sales for package goods and 
general line houses, less for other types of goods. 


Referring to the Department of Commerce figures, 
these have been released in complete form, “Confection- 
ery Sales and Distribution” by George F. Dudik, which 
has grown in amount of information and usefulness. 
Prepublication figures on state sales appeared in the last 
issue and a condensed summary is given on pages 31 
and 32 of this issue. Much credit is due to Mr. Dudik 
for correlating and tabulating the material in usable 
form. More manufacturers would find it profitable to 
participate. 


Violations of infestation in candy are falling off ac- 
cording to the Food & Drug Division. The printing of 
these reports is still about a year behind the action, which 
does not give the present day picture. The sanitation 
program being carried on all over the country is becom- 
ing effective. Along this line a good session on sanitation 
was held at Temple University in Philadelphia on No- 
vember 16, with Hans Dresel, secretary of American 
Ass’n of Technologists, presiding. Around 200 members, 
candy technicians, and members of the Institute of Food 
Technology, met for dinner, and mutual experiences and 
problems were discussed. Mr. Dresel deserves much 
credit for encouraging and handling these meetings for 
the advancement of technical knowledge in our industry. 


This whole program of sanitation is particularly close 
to us at THE MANUFACTURING CONFECTIONER, because in 
1925 we put $1500 of our editorial budget in setting up 
a program of sanitation, written by Dr. Carey P. McCord, 
who is well known in industrial health circles. 


The Food Law Institute has been formed in New York, 
and the establishment by this group of two courses in 
food law at the New York University. A course some- 
what similar is being held at the Illinois Institute of 
Technology in Chicago, which a staff member of this 
publication attends. 
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BOOKLETS and REPRINTS 


Keprints are available of a number of articles which 
have appeared in THE MANUFACTURING CONFECTIONER. 
‘They compose a large portion of the current literature 
vf the Industry. Many manufacturers find them suitable 
to accompany sales messages and also to add to their 
library of information on the candy and chocolate 
industries. Stamps or coins accepted. 


Now available are the following: 


A New Method for Proper Tempering of Chocolate 
By A. T. Newth 


The Manufacture of Marshmallows 
By George J. Shaler 


Modern Methods of Candy Scrap Recovery 
By W. H. Childs 


Purpose of Conching Chocolate, The 
By Robert Whymper and Charles Shillaber 


Pest Control in Candy Plants 
By Clyde C. Hall 


Liquid Sugar in the Candy Industry 
By Robert Whymper 


“— Pressure Condensate Drainage Improves Cream, 
udge Quality 
By W. M. Sigmund 


Soy Products in Candy 
By Dr. Ralph M. Bohn 


| . How to Select Efficient Candy Salesgirls 


By Clyde C. Hall 


THE MANUFACTURING CONFECTIONER 


“READ WHEREVER CANDY IS MADE” 
SUBSCRIPTIONS: 
U. S. and Canada: $5 for 2 years, $3 for 1 year 
Other Countries: $7 for 2 years, $4 for 1 year 


9 South Clinton Street Chicago 6, Illinois 
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Stainless 
in 
Industry 


WHY is stainless steel equipment becoming 
so increasingly important? WHAT are the 
specific applications? HOW about grade se- 
lection, corrosion resistance, forms available, 
and fabrication? 

The booklets illustrated here (and others 
in preparation) give you the answers, based 
on industry-wide data and research by the 
recognized authority on fabrication and appli- 
cation ... valuable to management and oper- 
ating men, technologists, buyers, designers, 
fabricators, and distributors. 

Size 84” x 11”, the “INDUSTRY BOOK- 
LETS” together contain a number of specially 
written articles, many pertinent photographs, 
charts and tables. Mail the coupon! 


ALLEGHENY LUDLUM STEEL 
CORPORATION 
We Néliond Leading Fhodwcer 
ame ee, bed 


PITTSBURGH, PA... . Offices in Principal Cities 
Allegheny Metal is stocked by all Jos. T. Ryerson & Son, Inc., Warehouses 
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Check the Industry Booklets you want, then attach this coupon to your letter- 
head and mail today to: 


DEPT. MC-82 ALLEGHENY LUDLUM STEEL CORP., Pittsburgh 22, Pa. 
(check ell 7 if you wish) 


() Brewing [| Chemica! [] Dairy (| Feed Processing 
() Leundry [] Meet (_} Petroleum 
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“Take it easy, old bean, he 
can match your flavor and 
outbid you on price” 














7 : % 
Vier = ass —_—— . : 
Yes, it’s true. Givaudan’s VANADELLA No, 2* is giving some 


stiff competition to the natural flavor of the vanilla bean. 





But it works well with vanillin, too. 


You can use VANADELLA No. 2 in conjunction with vanillin itself to 


impart the specific vanilla taste characteristic. 


Or you can use it wherever a vanilla flavor is sought—and particularly 


where the cost of using natural vanilla by itself is prohibitive. 


We suggest you try VANADELLA No. 2 either as an additive or as a replacement of 


vanillin—both to give the bean character and to add strength to the flavor. 


Write today for a sample, quotations and technical instructions. 
*Trade-mark 


330 West 42nd Street « New York 18, N.Y. 
for December, 1949 
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LETTERS 


(Continued from page 14) 





Hand roll cherry center cream: 
FRAPPE formula: 
25 lbs. corn syrup 
25 lbs. standardized invert 
8 oz. albumen, dissolved in 
1 lb. cold water 
Cook the corn syrup to 245 F. Add 
the invert sugar. Place the batch in 
a marshmallow beater, start beating, 
and add the albumen solution gradu- 
ally and beat until light. 
FONDANT formula: 
9 lbs. granulated sugar 
1 lb. standardized invert 
water to dissolve 
Cook fondant to 244-248 F., pour 
onto open type fondant beater lightly 
wet with water, sprinkle surface with 
a little water. Let cool to 95 F., start 
beating, add 1 tsp. convertit, con- 
tinue beating until batch is opaque. 
Add frappe (1 lb.), color, cherry 
flavor, and glaced fruit (if desired), 
and beat until a plastic condition is 
obtained. When cooled to room tem- 
perature, candy pieces may be 
formed into size desired. Coat with 
chocolate. 


Good starch cast soft center: 
FONDANT: 
80 lbs. granulated sugar 
20 lbs. corn syrup 
10 lbs. standardized invert 
Cook ingredients in sufficient 
water to dissolve to 238-248 F., cool 
to 115 F., then beat to a fondant. 
FRAPPE: 
25 lbs. corn syrup 
25 lbs. standardized invert 
1 lb. albumen dissolved in 
2 lbs. cold water 
Cook the corn syrup to 245 F. 
Add the invert. Put the batch into 
a marshmallow beater, start beating, 
and gradually add the albumen solu- 
tion, and beat until light. 
BOB SYRUP: 
30 lbs. granulated sugar 
20 lbs. corn syrup 
Cook bob syrup with sufficient 
water to dissolve the ingredients to 
236-238 F. Pour this into 100 lbs. 
fondant, which has been put into a 
cold mixing kettle and mix. Add 20 
lbs. frappe, 2 oz. convertit, flavor, 
and color. Mix thoroughly. If nec- 
essary, heat to 150 F. for casting 
into starch. 





Bon Bon Colors 


We are making bon bons and find 
our colors fade or spot after they 





stand awhile. Is there an oil color, 
which will not fade? I would like to 
know the manufacturer’s name of 
such colors. 

—Wisconsin 


REPLY: Bon bons have a tend- 
ency to fade as they age and dry out. 
An oil color would not avoid this 
trouble nor help. We believe any re- 
liable manufacturer can furnish sat- 
isfactory colors for bon bons. 


We would suggest you try the fol- 
lowing coating and see if better re- 
sults are obtained in regard to color 
fading: 


FONDANT: 
50 lbs. granulated sugar 
12 lbs. water 
2 lbs. standardized invert 
sugar 


lo oz. gelatine dissolved in 
1 oz. hot water - 


The first three ingredients are 
cooked to 242-245 F. Take off fire 
and add the dissolved gelatine and 
stir in batch. Beat when temperature 
has dropped to about 95 F. To each 
10 lbs. of the above fondant (melted) 
add 1 teaspoon convertit and color 
or flavor.. Temper to 135-145 F. for 
dipping bon bons. 


APPLE PRODUCTS 
the Standard of Quality 
for sixty years 


Powdered 4p/ Pectin 
tor CONFECTIONERS 


NUTRL-JEL 
CONFECTO-JEL 


CONCENTRATED APPLE JUICE 


Plants in Apple Regions From the Atlantic to the Pacific 


SPEAS COMPANY, General Offices, Kansas City 1, Missouri 
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CALIFORNIA 


400 W. Madison Street, Chicago 6, Illl. 


FRUIT GROWERS 


PRODUCTS DEPARTMENT 
ONTARIO, CALIFORNIA 





EXCHANGE 


99 Hudson Street, New York 13, N. Y. 





USED BY LEADING CANDY MANUFACTURERS THROUGHOUT THE WORLD 
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: Me TANG... 


that’s Remembered 


PFIZER 
CITRIC ACID 























pie SALES are built on anticipation of re- 
membered mouth-watering tang. 


Pfizer Citric Acid balances the sweetiness of 
sugar and enhances characteristic flavor. This 
natural fruit acid adds a tartness to fruit flavors 
that makes the first piece of eandy a hard-to- 
resist temptation to eat more. 


From a technical viewpoint, the ready solu- 
bility of Pfizer Citric Acid will speed production 
and its high quality guarantees even acidula- 
tion from batch to batch. 


Pfizer Citric Acid is available in the U.S.P. 
grade and as Anhydrous Citric Acid. Write to- 
day for further details and prices. Chas. Pfizer 
& Co., Inc., 630 Flushing Avenue, Brooklyn 6, 
N.Y.;425 North Michigan Avenue, Chicago 11, 
Ill.; 605 Third Street, San Francisco 7, Calif. 


HGS 


Manufacluning Chemists Since 1849 
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THE RACINE DEPOSITOR 


SENIOR MODEL 





Copper lined tank 300 Ibs. 
capacity. 


2 H.P. Electric Motor 
Variable Speed Motor 
1 to 360 deposits per stroke 
20 to 70 Strokes per minute 


Average production depend- 
ing upon the product. 











JUNIOR MODEL 





Stainless Steel tank 100 Ibs. 
capacity. 


1 H.P. Electric Motor 
Variable Speed Control 

1 to 180 Deposits per stroke 
20 to 70 Strokes per minute 


Average production depend- 
ing upon the product. 








2 lbs. to 60 lbs. per minute 1 to 30 lbs. per minute 
































SENIOR MODEL RACINE DEPOSITOR, ILLUSTRATED 


For depositing in starch, metal, or rubber moulds, paper, fin or glass 
cups or direct on trays, plaques, polished steel, or rubber belts. 


The Racine Depositor will handle many and various products, such as cream 
Patties, marshmallows, cocoanut slugs, or cocoanut bars, and chocolate bars, with or 
without nuts, fruits, etc., as well as chocolate stars, kisses, buds, wafers, patties, non- 
pareils, and small or midget bits or buds, etc., cast direct on polished steel belt. 

The Racine Depositor operates without pumps, the depositing being done by 
means of oscillating shafts. This action is such that exactly the same amount of material 
is discharged through each outlet, making the goods run absolutely uniform in size 
and weight. 

The Racine Depositing Shaft permits deposits of many sizes, shapes, and spac- 
ings by using extra and special designed nipples, plates, etc. 

The Racine Depositor is standard equipment with the most progressive Choco- 
late and Candy Manufacturers. There must be a reason! Write us for more particulars 
and we will cheerfully send you such information as you desire. 


Racine Confectioners Machinery Co. 
and Vacuum Candy Machinery Co. 


15 PARK ROW, NEW YORK 7, N. Y. 


Western Office and Factory: Racine, Wis. Eastern Factory: Harrison, N. J. 
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Vol. XXIX No. 12 


Temperi 
and 


Coolin 
o[ 


Chocolate 
Coatings 


by A. T. NEWTH 
Lamont, Corliss & Co., New York 


N WRITING THIS treatise on the tempering and cooling 
of chocolate coatings, it is the writer’s intention to 

cite only experiences gained by practice. To do otherwise, 
or to take theories that have not been proven by actual 
demonstration, would only add to the confusion now ex- 
isting regarding the handling of coatings. 

In an article of this kind it will be necessary to lay 
down a technique, the details of which may be modified 
or enlarged to fit varying demands and requirements. 
This will not, nor should not, change the theory behind 


page 26 








the technique if the principle of the technique is cor- 
rect, as proven by results obtained. 

It seems to me, from observations made over a pe- 
riod of years, that temper in coating has been an elu- 
sive and little understood condition. The varying stages 
or degrees of temper have been given scant attention, 
and the only control exercised over these changes in 
temper has been made by temperature changes, rather 
than by a study of causes of these conditions. It has 
been common practice to add to a coating that has be- 
come viscous or “livery” in a coating machine, an 
amount of hot chocolate in order to restore fluidity to 
the livery coating. In so doing we are merely using tem- 
perature to correct a condition of temper, which is pure 
fallacy. 

Temper and Temperature are two distinct and separate 
parts of the whole. The former is a stage of crystalli- 
zation, obtained by certain techniques within a certain 
range of temperature; so that any changes in viscosity 
of the coating within this certain range of temperature 
are only minor as far as temperature is concerned. 
The very noticeable changes in viscosity; i. e., from a 
smooth flowing coating to a mushy or livery coating is 
made because of temper change or advancing crystal- 
lization. This condition can proceed, too, even under 
constantly rising temperature, due to the heat of crys- 
tallization. When such a condition occurs, the coating is 
in its worst possible condition, and only by heating it 
up again to 120°F. and retempering it can this be over- 
come. If this be so, then, adding any amount of hot 
coating to a livery coating accomplishes nothing what- 
ever. 


Temper 


Temper, is, then, a stage of crystallization, within a 
definite range of temperature. If the crystallization be 
not controlled, it will pass from one stage to another, 
the speed of this change depending upon the techniques 
or conditions under which the coating is handled. Too 
much heat will have a tendency to break down crys- 
tallization, and even higher heat, of course, will de- 
temper the coating completely. Agitation and lowering 
temperature will have a tendency to advance the stage 
of crystallization, and too much of either will result in 
a mushy or poorly Tempered coating. 


Good Temper 


Good temper then, is a crystal pattern, obtained by 
crystallizing out enough fractions of the cocoa butter, 
so that the coating when set, is a hard, dense, shiny 
covering, which will have a long shelf life, and retard 
fat bloom to the utmost. When coating is in good temper, 
it will stand a great deal more abuse than a coating that 
has gotten out of control. The reason for this can be 
found in the technical literature written on coatings, 
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Candy that excites equally the senses of sight and taste is 
bound to sell better. Consequently, manufacturers find it 
profitably wise to combine Atlas color and flavor in their 
confectionery. You get a double-barreled sales appeal 
which hits the bull’s-eye for results. That’s because H. Kohn- 
stamm’s skilled technicians have developed these essential 
candy ingredients with a distinct quality difference. Why 
not discover this for yourself! We're fully equipped to supply 
or to create special Atlas colors and flavors to your indi- 
vidual specifications. 
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FIRST PRODUCERS OF CERTIFIED COLORS 


OHRSGTAMM &£¢ COMPANY Enc. 


ESTABLISHED 1851 

89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST, CHICAGO 1 4735 DISTRICT BLVD., LOS ANGELES ll 
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..- IN WILD CHERRY FLAVOR! 



















Be sure to use ATLAS 1535 Wild Cherry—a num- 
ber you can’t go wrong with! It’s your direct line 
to greater hard-candy profits through delightfully 
natural-tasting flavors. Consistently appealing in 
quality, Atlas 1535 goes over big with candy- 
makers who find it unvarying in its strength and 
remarkably resistant to high temperatures. Eco- 
nomical, too—only one ounce really flavors 100 
Ibs. of candy. Discover these outstanding qualities 
for yourself. Place your trial order today! 
















Other "1500 LINE” IMITATION FLAVORS “) 0 y 
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RASPBERRY ORANGE APPLE LIME F\ aN i j 
GRAPE WILD CHERRY PEAR PEACH g-Candy 4 
PINEAPPLE BANANA LEMON RUM Hat veal 
STRAWBERRY RUM AND BUTTER 


TRIAL GALLON......... $10.00. $9.50 PER GAL.......... CASES (4-1 GALS.) 
(Delivered from our nearest warehouse) 
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which, as this article deals wholly with the practical side, 
will be omitted here. 


Control of Good Temper 


If, as has been stated above, agitation and lower- 
ing temperatures tend to advance crystallization to an 
undesirable stage, then the least amount of tempered 
coating submitted to these is obviously the best way 
to operate. 

It is for this reason, we have always recommended 
that only tempered coatings be in the coating machine, 
and that this be only sufficient to form a good curtain. 
The coating machine level of coating should be pur- 
posely kept as low as possible. It is obvious however, 
that this level! connot be the same in all instances. Where 
a machine is using a large amount of coating per hour, 
the level will necessarily have to be higher than in one 
using a lesser amount. 

The reason for fixing a low level of coating in a coat- 
ing machine is, to use all tempered coating up quickly. 

Just as a hand dipper tempers a small portion of coat- 
ing and applies this to centers before bringing up more 
coating to temper, is the way we should operate a coat- 
ing machine if possible. How we can approximate this 
will be explained later on. 

From this it is apparent that the least amount of tem- 
pered coating we have in a machine to use up, the bet- 
ter off we are. It is then well to keep our coatings in the 
melting kettle in or near the proper temperature range 
but with no crystal formation started and, when these 
coatings are near this temperature range, to stop all 
agitation. 

These are important points if we are to establish a 
definite control over the coatings we handle. 


Starting a Crystal Pattern 


Seeding the coating or starting a crystal pattern can 
be done in several ways: (1) By cooling the coating to 
a low temperature (82°-84°F). (2) By reducing a por- 
tion of the coating to a plastic mass and adding this to 
the batch. Whichever method is used, care should be 
taken as to the temperature of the water used in cool- 
ing. Water at 65°F. is always to be preferred in the 
cooling of coatings. Where this cannot be controlled, 
valves should only be slightly opened and the water per- 
mitted to trickle in. When the jacket of the cooling me- 
dium feels cool to the hand, the water should then be 
shut off until such time as the kettle becomes warmed up 
again. Then repeat this procedure until the desired tem- 
perature is reached. Tempering can be done either in the 
coating machine if it is equipped for this, or in any 
suitable medium outside the coating machine. No crust 
should be allowed to form on sides of tempering kettles. 

Temper only an amount of coating sufficient for 
your needs to start. 


Control of Temper in Coating 


If, as we have stated before, agitation and lowering 
temperature tend to advance the stage of crystallization, 
we should then first control these. All agitation speeds 
should be reduced to 14 R. P. M. or less and the coat- 
ing machine jacket kept warm. Just what temperature 
the coating machine jacket should be maintained at can 
be found out from experience. We have found 94°F. 
the best in most instances. 

With agitation and temperature of the coating ma- 
chine controlled, we have reduced or retarded the speed 
with which crystals will grow. It should be remembered. 
however that where crystallization is once started, other 
crystals will grow on these. It is for the purpose of re- 
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tarding rapid growth of these latter that this method of 
operation is devised. 

Now with seeded coating in the coating machine and 
the agitation and temperature controlled, it is necessary 
to replenish the coating as it is used up, without chang- 
ing the crystal pattern. 

If no more coating were added to this seeded coat- 
ing in the coating machine, and the coating machine 
were permitted to operate without putting centers 
through it to use up the coating, even with reduced agita- 
tion and a controlled temperature, a perceptible change 
in viscosity of the coating would take place within a 
short time. 

In other words, the coating would thicken. This thick- 
ening is due to advancing crystallization. To control 
this is our next step. 


Maintaining a Crystal Pattern 

It being understood, that, when a crystal formation is 
started in a coating, a continued building of new crys- 
tals or growth of crystal size of the starting crystals 
takes place, it would seem foolhardy to accelerate this 
condition by adding more crystalized coating to that al- 
ready in the coating machine. 

If we are seeking a means of retarding crystallization 
in the one instance, what control would we have over 
the coating we were adding to that in the coating ma- 
chine if we had crystals started in this too? There is 
no need to change a technique unless we can make a 
definite improvement over it. Adding tempered coat- 
ing to the coating machine has been the vogue since we 
started using coating machines. 

Here, then, is where we should make a change, if 
past results have not been all we expected of them. 

It was usual in the past to keep the coating machine 
tank full of a tempered coating, adding more tempered 
coating to this when the need demanded. This coating 
in the coating machine was always under agitation 
and, depending upon our needs, might be in the machine 
for a long period. 

Changes in viscosity under this method of operating 
were constant and continuous, and called for ceaseless 
attention on the part of the operator. Variations in the 
amount of coverage on centers were taking place through- 
out the run. Control of this latter was entirely lost. 

It, therefore, left plenty of opportunity for improve- 
ment open to anyone who could take advantage of it. 


The Drip Feed System 


Based upon the foregoing, it was logical to assume 
that, if an unseeded coating were fed into the seeded coat- 
ing in the same ratio that the seeded coating was being 
used up, it should serve as a check on the advancing 
crystallization in the latter. This would hold true, too. 
as long as the unseeded coating was seeded by the coat- 
ing in the coating machine and thereby put in tem- 
per per se. 

Experience proved that this could be done and, there- 
fore, means were furnished in the form of an accessory 
tank to hang over the coating machine. Into this tank 
was put unseeded coating at 94°F. and this allowed to 
trickle into the seeded coating in the coating machine. 

That this method was effective in the control of tem- 
per was definitely proven by the maintenance throughout 
the day of a uniform fluidity and viscosity in the coat- 
ing in the coating machine. 

There was little or no change in the coating while 
being fed in this manner and thus occurred the birth 
of the drip feed for coating machines. 

Feeding an unseeded or virgin coating into a seeded 
or tempered coating has definitely proven to be the 
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means of a better contro] of the tempered coating. It 
is like the reins on a horse, used to check speed of 
advance. 


We were amused recently, by a statement that it would 
be better to feed an “undertempered” coating rather than 
a virgin coating to the coating machine. Such statements, 
we feel, add to the confusion regarding the handling of 
coatings. One can only guess as to how long a coating 
would remain “undertempered,” and how much we could 
prepare of this in advance without it becoming quickly 
tempered. 

That is why we are trying in this article to hold to 
strict performance as gained from experience, rather than 
mix it up with technicalities. 

Following the procedures here outlined, will yield very 
definite and good results. They have been proven in 
practice for several years and are not merely theories. 

Despite the fact that we may be repeating ourselves, 
it might be well to summarize here what we have tried 
to convey above. 

1.—The low level of coating in the coating machine 
is maintained at this level so that we will get a rapid 
turnover of this tempered coating or to use this tempered 
coating up as quickly as possible. 

2.—This coating is tempered for two reasons: (a) 
Coating must be tempered in order for it to set and (b) 
To seed the virgin coating being continuously fed into 
it. 

3.—Virgin or nonseeded coating at 94° or more is fed 
into this tempered coating as a check on advancing 
crystallization of the tempered coating. 

It is kept at 94° or higher because, as a rule, coating 
is not receptive to a seed until it reaches 92°F. Also, 
by dripping at this temperature, there is seldom any need 
of either steam or water having to be used in the coating 
machine in order to maintain dipping temperatures. 

Agitation in the melting kettles is stopped when the 
coating has reached 94°F. in order that this temperature 
can be maintained. Continued agitation here would only 
result in lowering the temperature to where the coating 
could become receptive to a seed and, if it were then 
continued, it would further accelerate crystallization, 
which is what we seek to avoid. 


The Crystal Formation 


Experience has taught us that the most important crys- 
tallization for good temper is in what condition we 
have the middle melting point fractions of cocoa butter. 

It seems to me that, if we can get these into a semi- 
solidified condition while tempering, that they will quickly 
solidify when they reach the proper environment in the 
cooling tunnel. 

For example, if we were to cool a coating, say from 
120°F. to 88° or 90°F., this coating would not be tem- 
pered unless we provided prolonged agitation after it had 
reached 92°F., merely to reduce the temperature from 
120°F. to 88°F., would not temper it. 

Certainly however, when coating has been brought to 
88°F., some, at least, of the higher melting fractions must 
have crystallized out. Yet, it would not be suitable for 
dipping at this stage. If we went further and reduced the 
temperature to 84°F., we would have then seeded or crys- 
talized the coating, so that we could use it for dipping 
and we could dip this coating at 84°F. or raise it again 
to 90°F. and it would be O. K. 

Why? 

What happened in the 4° temperature drop from 88° 
to 84°? 

My belief is that ret ns sufficient middle point frac- 


tions into a semi-solidified state by lowering the tem- 
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perature to 84°F., and that the lower melting fractions 
remained fluid and acted as the vehicle in which these 
ride. It is for this reason that we believe the middle 
point fractions of cocoa butter are the most important 
to control in obtaining and maintaining good temper. 
It is for this reason, too, we feel that dipping at the top 
temperature range, 91°-92° for darks and 90°F. for 
milks, serves the best purpose. The coating is more fluid 
at these temperatures, and crystal growth is retarded 
to some degree, also. 

From this it can be seen why it is so necessary to 
specify viscosities in coatings. If we get best results at 
the top of the dipping temperature range, and a certain 
coverage on centers at this temperature, we are bound to 
change this coverage if we permit the temperatures to 
fall. The lower we permit temperatures to fall, the more 
exaggerated will be the variance in coverage. This is 
again because of advancing crystallization due to lower 
temperatures. 


It is important to dip any coating at the top of the 
temperature range for the best results. 

When one has had sufficient experience with a coat- 
ing, it is quite possible to tell from the appearance of the 
curtain of chocolate in the coating machine whether 
good temper is being maintained. It has a glossy, smooth 
flow and does not build up in heavy folds on the wire 
belt. Other points of observation are that the coating 
will remain wet for some two minutes after being applied 
and then set with a satiny sheen. During these two minutes, 
it will have radiated approximately 20°F. of heat if in 
a temperature of 65°F. Thus we have actually less than 
10°F. more heat to take out of it when in this condition in 
order to cool it, in the length of time we are usually given. 


While we much prefer an hour’s time in 65°F. tem- 
perature for thorough and proper cooling of coatings, 
this is seldom possible. The best condition we can get our 
coating in for shorter cooling time is to be desired, and 
from our experiece what we have described above is it. 


Cooling of Coatings 


Just as cold water is to be avoided in the tempering of 
coatings, so should cold air be avoided in setting them up. 
Good tempering continues until a coating is fully set for 
packing. Cold air should never be permitted to strike wet 
coatings. It is always better to run covered centers into 
65° air until the coating has taken on a satiny sheen. This 
occurs in about two minutes after centers have been cov- 
ered (providing centers are not too cold). In this two 
minute period, there takes place a rapid radiation of heat. 
Generally, more heat is lost in this first two minutes than 
is left to take out in the balance of the cooling time. 


The sensible heat (that used in melting the coating) 
has all been removed and, as stated previously, those mid- 
dle point fractions that were semi-solidified are beginning 
to solidify rapidly at this point. If, at this time, the centers 
move into a lower temperature (58° to 60°F.) with slowly 
moving air, the coating will start to give off the heat of 
fusion. After two minutes of this, a heavier blast of air 
and lower temperatures (52° to 55°F.) complete the set- 
ting of the coating. 

We never use anything lower than 52°F. temperature 
in our tunnel cooling. 

Chocolate coating, when in the condition of temper we 
describe, will cool or set better at higher tunnel tempera- 
tures than the same coating, heavily crystallized, will set 
with lower tunnel temperatures. 

It is our claim that coatings given the treatment here 
outlined are in a condition far more stable than if han- 


dled under the older method. 
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Bars Continue 
Leading Sales Item 


Sales of confectionery and chocolate manufacturers in September, 1949, jumped 63 
per cent over August in dollar volume, reports the Bureau of the Census. Manufac- 
turer-wholesalers in all states shared in this general increase, as did chocolate manufac- 
turers and manufacturing retailers. The September increase over August, although 
seasonal in character, was greater than the percentage increase for September of any 
recent year. September sales were 4 per cent over September, 1948, the first month of 
1949 to show increased activity over the comparable month in 1948. Sales for the year 
of $479,831,000 for 302 firms to date were down 13 per cent, however, from the first 
nine months of 1948. For 118 reporting firms, nine-months dollar sales of $326,- 
592,000 were down 14 per cent from 1948's $381,923,000, and output of 970,978,000 


pounds was down 3 per cent from 1948's 1,003,930,000 pounds. 


Be GooDs continued the leading 
item in candy manufacturers’ 
sales during 1948, and package 
goods edged out bulk confectionery 
in second place volume, the just- 
released 22nd annual survey of the 
Dept. of Commerce indicates. Setting 
an all-time record dollar volume, 
total candy sales for 1948 reached an 
estimated $1,001,000,000. This was a 
gain of $45,000,000 over the 1947 
total of $955,700,000 and a 250 per 
cent gain over the 1929 total of $413,- 
000,000. Production for 1948 totaled 
2,673,000,000 pounds, a gain of 70,- 
000,000 pounds over 1947, but 131,- 
000,000 pounds under the all-time 
1944 record of 2,804,000,000 pounds. 


Substantial declines occurred in 
the 1948 poundage of chocolate- 
covered bars and of package goods 
retailing at $1 or more a pound, the 
survey also shows. The drop for 
chocolate-covered bars, however, was 
compensated in part by increased 
sales of solid chocolate bars and of 
non-chocolate bars. The decrease in 
top-priced package goods was more 
than offset by increased sales of 
transparent bag and _ paperboard 
packages retailing at lower price 
levels. Solid chocolate bulk goods 
and penny goods both showed in- 
creases, but sales of chocolate- 
covered bulk goods were off. 

Consumer preferences based on 


considerations other than price were 
apparent in sales of bar candies. 
While poundage of 5-cent bars 
dropped 14 per cent, 10-cent bars 
increased 53 per cent. 

Of the bar goods, chocolate 
covered bars were the dominant 
item. Sales of 355 reporting firms 
indicated this type bar comprised 
29 per cent of dollar volume and 
30.3 per cent of poundage. This re- 
presented a slight drop from the 32.4 
per cent of dollar volume and the 
34.9 per cent of poundage in 1947. 

Molded solid chocolate bars were 
a growing line in 1948. Dollar 
volume for this type bar was 18.5 
per cent, as compared with 15.1 per 
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cent in 1947. Poundage totaled 12.2 
per cent, as compared with 11.5 per 
cent in 1947. 


Other non-chocolate bars included 
about a tenth of bar goods sales and 
a somewhat higher fraction of pound- 
age. 

Specialties other than bars in the 
5- and 10-cent field sold in greater 
volume than bars of the non- 
chocolate types, but in lesser quanti- 
ties than bars made with chocolate. 


Package Goods 


Producers of package goods 
among 335 reporting firms marketed 
386,000,000 pounds with a value of 
$170,000,000. This was a gain of 
about 70,000,000 pounds and $20,- 
000,000. The field, however, showed 
sharp divisions: Producers of top- 
priced package goods served a 
shrinking market; manufacturers of- 
fering lower-priced lines expanded 
both sales and poundage. Package 
goods made to retail at more than $1 
a pound dropped in dollar volume 
from $79,000,000 to $72,000,000 
and in output from 99,000,000 to 
82,000,000 pounds. Package goods 
made to retail at 50-99 cents boosted 
sales to $45,000,000 from $41,000,- 
000 and output from 85,000,000 to 
91,000,000 pounds. With factory 
packaging in transparent bags and 
in paperboard containers expanding 
the market for goods formerly sold 
only as bulk items, package goods 
made to retail at less than 50 cents 
a pound jumped in dollar volume 
to $53,000,000 from $31,000,000 
and in output to 213,000,000 pounds 
from 132,000,000. 


Totals for bulk goods marketed in 
1948—about 348,000,000 pounds at 
$99 million—were almost unchanged 
from 1947. The major item in this 
field, non-chocolate bulk, accounted 
for about 231,000,000 pounds and 


$54,000,000 of the bulk sales in each 
year. Manufacturers of chocolate- 
covered bulk candy faced strong 
competition among producers of this 
item and from producers of solid 
chocolate bulk as well. Chocolate- 
covered bulk goods’ dollar volume 
dropped from $40,000,000 to $32,- 
000,000 and output from 99,000,000 
to 88,000,000 pounds. The $8,000,- 
000 loss in sales of chocolate-covered 
bulk was offset with advances in 
solid chocolate bulk, for which sales 
increased from $6,000,000 to $14,- 
000,000 and output from 16,000,000 
to 29,000,000 pounds. 

Penny goods sales rose to $23,- 
000,000 from $13,000,000, and out- 
put to 100,000,000 pounds from 
59,000,000. 


Price Per Pound 


Average price per pound, as _in- 
dicated by 291 reporting manufac- 
turing-wholesalers, was 36.5 cents in 
1948—an increase of 1.1 cents over 
1947. This was the smallest advance 
in seven years. Since 1941, confec- 
tionery marketed by manufacturer- 
wholesalers increased at an average 
of about 3 cents per year, rising from 
the 1941 figure of 15.3 cents per 
pound—which was about 1 cent 
higher than the level of prewar years 
—to 36.5 cents per pound in 1948 
(239 per cent of 1941). Estimated 
industry-wide average value per 
pound for 1948 was 37.5 cents, as 
compared with 36.7 cents for 1947. 

Distribution channels for candy 
during 1948 maintained approxi- 
mately the same relative importance. 
Wholesalers accounted for 52.6 per 
cent, chain stores for 21.3 per cent, 
independent retailers for 17.7 per 
cent, manufacturers’ own stores di- 
rect to consumer and mail order for 
5.8 per cent, government sales for 
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1.6 per cent, export and unspecified 
for 1 per cent. 

Analysis of chain store sales indi- 
cates: 

1.—Grocery chains moved into 
first place as the leading chain cus- 
tomer of confectionery producers, 
basing their advance on increased 
sales of low priced package goods. 

2.—Variety chains dropped to 
second place in the chain market 
for candy and in so doing handled 
a sharply reduced volume of bar 
goods. 

3.—Drug chains improved slightly 
their 1948 position in relation to 
other chains through greatly ex- 
panded trade with bar goods houses, 
while their business with other pro- 
ducers showed sharp declines. 

4.—Theatre chains accounted for 
about 10 per cent of confectioners’ 
sales to chains, stemming chiefly 
from purchases of bar goods. 

Losses to the industry through 
credit allowed for returned goods 
are estimated at approximately $6,- 
000,000 for 1948, or about $2,000.- 
000 higher than in 1947. The 1948 
returned goods allowances amounted 
to 0.63 of 1 per cent, the annual sur- 
vey indicates. After declining from 
a prewar rate of about 1 per cent of 
sales to a low of 0.08 of 1 per cent 
in 1944, the industry’s allowances 
for returned goods increased in each 
subsequent year. The 1947 rate was 
three times as great as during 1946, 
while the 1948 rate was up 40 per 
cent over 1947 and higher than 
in any year since 1941. The highest 
ratio of returned goods was re- 
ported in 1948 by package goods 
and general line houses, with losses 
approaching 1 per cent of sales. The 
figure was less than half of 1 per 
cent for penny goods, bar goods, and 
5- and 10-cent specialty houses. Bulk 
goods houses reported allowances of 
about 0.7 of 1 per cent. 


OVER HALF of the 1948 candy out- 
put produced by 379 reporting firms 
was in bar goods and other 5- and 
10-cent specialties, latest survey 
findings reveal. Climaxing a trend 
developing during past few years. 
package goods became the indus- 
try’s second largest item, pushing 
down to third place in both pound- 
age and sales confectionery put up 
in bulk containers for weighing 
out at the point of sale. A line chart 
showing average value of manu- 
facturing confectioners’ sales by 
type of house during 1948-49 ap. 
pears on page 31 of this issue of 
THE MANUFACTURING CONFEC.- 
TIONER. 
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“Character” Candies 
Build Success 


how personalized service, 
quality candies boost sales 


in Edy’s shops 


A MANUFACTURING-RETAILER STUDY 


by IRENE HAMMOND CORPE 


HEN J. 0. EDY opened his first candy store in 

Oakland, Calif., in 1925, he took for his trade- 
mark and signature “Edy’s Character” candies. Through 
the years the character of his fine confections has re- 
mained excellent and built up a profitable business for 
his firm. 

His chain of five stores is now spread over the Bay 
Area, with one store in San Francisco, one in Berkeley, 
and three in Oakland, Besides purveying fine candies, 
these stores also have fountain service and serve a light 
lunch. The stores enjoy a brisk trade in candy, ice cream, 
and luncheons. 

Mr. Edy’s newest store at 393 Grand Avenue, Oakland, 
is situated in one of the more exclusive apartment res- 
idential districts of the city, and in addition to the foun- 
tain and light lunch service also serves hot, noonday 
lunches. 

The unique decor of this store is highlighted by a 
galaxy of gigantic blossoms splashed against the back 
walls. This flower design is repeated in the ceiling and 
again these flowers appear in the floor covering at the 
entrance and in front of the candy counter. A profusion 
of fresh flowers on the tables and in the recessed coves 
along the wall carry out the theme of flowers. Several 
movable stands are crowded with greenery that contrib- 
utes a share to the pleasant surroundings. 

There is a cleanliness and sparkle about all of the 
Edy shops that is emphasized by shining glass cases and 
windows and good lighting, and this store is no excep- 
tion. The modern diffused lighting leaves no poorly 
lighted corners and gives an appetizing glow to food and 
confections. 

While Mr. Edy has always concentrated on home typ2 
candies, he does sell a complete line of confections. One 
of the most popular items developed by him is the line 
of “Little Things,” which are 8 ounce tins of crisply 
wrapped coffee blacks, licorice-mints and toffees. These 
tins are decorated by circus striping and enjoy a quick 
turnover, as the packages are both easy to sell and easy 
to carry home. 

Fast sellers also are the chocolate mint wafers and 
chocolate chips. These are packed in assortment packages 
as well as in special packs. Fudge, caramels, nut rolls, 
and almond crunch are also very popular, with nut roll 
taking the lead. “Rocky Road” is also a well liked item. 
Although Edy’s does not put on sales in the usual sense, 
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SPARKLING CLEANLINESS, flowers on walls, ceil- 

ings, floor, and tables emphasize inviting decor of 

“Edy‘’s Character” candy shops on West Coast. This 

view shows interior of new Oakland, Calif., store 
at 393 Grand Avenue. 


in some instances the firm has cooperated with neigh- 
boring merchants in sponsoring “Dollar Days,” when a 
special type of candy is put on for the event. 


Although much of Edy’s candy is made by hand work, 
the equipment in the factory has nonetheless been 
steadily increasing. Many of the workmen in the plant 
have been with Mr. Edy for a decade or more. The same 
is true of the chocolate dippers, of which there has been 
a notable scarcity in this area. Since Mr. Edy believes 
in an extra heavy coating of chocolate, these chocolate 
dippers are trained to dip the candies in accordanc> with 
his specifications. This extra coating of chocolate is espe- 
cially noticeable on such confections as the chocolate 
peppermint wafers. Never skimping on quality has been 
one of Mr. Edy’s aims, and even during the war his 
quality was maintained, although assortments and flavors 
were limited. 

Another service that the Edy stores are noted for is 
keeping on file “Family Assortment” records. That is. 
making note of the centers, flavors and chocolate that 
the family might prefer when buying an assortment. It 
is only necessary to phone in, mention you family name, 
and an assortment will be made up in whatever quantity 
is specified. Over the years, the list of families who prefer 
Edy confections has grown, numbering among them 
names of many leading families in the Bay Area, as well 
as in other parts of California. 

One very successful method of obtaining repeat busi- 
ness, is the double penny postcard that is placed at the 
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NEW POWERFUL FIVE ROLL 
REFINER V. 540/B 


Dimensions of rolls: 400 x 1100 m/m 
Total cooling 
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Who Buys and Who Sells 
Contectionery in Omaha Area 


buyers’ preference correlated 


with dealer distribution is guide 


to Greater Omaha candy market 


YS yer~c0s NINE-TENTHS of the fam- 

ilies living in the Omaha, Neb., 
and Council Bluffs, lowa, areas buy 
candy bars and chewing gum, and 
more than half of the families pur- 
chase box chocolates, indicates a re- 
cent consumer analysis study by the 
Omaha World-Herald. 

Candy bars are purchased by 86.3 
percent, or 78,477 families, according 
to the analysis, as compared with 
88.1 per cent or 72,940 families in 
1948. Hershey again leads in bar 
preference with 76.8 per cent, fol- 
lowed by Milky Way with 37.8 per 
cent as compared with 19.0 per cent 
in 1948. Mounds are preferred by 





25 per cent, and Snickers by 21.5 
per cent. Percentages add up to more 
than 100 because some families list 
more than one brand. 

In the analysis of dealer distribu- 
tion for bars, Hershey outlets in- 
clude 100 per cent of the independent 
druggists and 92.8 per cent of the 
independent grocers. Milky Way and 
Mounds outlets include 87.8 per cent 
of the independent druggists and 
82.0 per cent and 73.0 per cent, re- 
spectively, of the independent gro- 
cers. Distribution percentages for 
other bars are shown in Table 1. 

Over half (52.7 per cent) of the 
families in these areas buy boxed 


Table 1 


CANDY BAR PREFERENCE AND DEALER DISTRIBUTION 


Purchasing Families: 


of All Fi 
Buying Each Brand 
1949 1948 


Brand 


of 


1949 86.3% or 78,477 families 


1948 88.1% or 72,940 families 





~~ Total Number 
Families 


Buying Each Brand 
1948 1948 





aept R: 76.2 


48,286 


Hershey .... 66.2 59,799 
Milky Way . cosson A. ae 29,664 13,859 
Mounds ... cowenccsosd Oe ae 19,619 9,117 
ED sodb within wigdnkedccwene 215 6.2 16,873 4,522 
BE GEES. ove vscvvesesesice 198 182 15,538 13,275 
ar ry - 78 179 13,969 13,056 
= 14.2 oe 11,144 eee 
GE eenckivecse Svesenckes BEE ‘ 9,967 
Oh Henry .... pavveosket® 12.0 8.0 9,417 5,835 
tThree Musketeers .......... 106 . 8,319 ee 
Or 10.6 _— 8,319 eee 
Butterfinger. . ‘ os. We 2.7 5,807 1,969 
Brach’s Mint ......... o. 19 3,453 1,386 
Brach’s Swing ... eenvcks ae 32 2.276 2.334 
tBit O Honey.. . — oe aes 2.197 
Almond Joy .. see vou: Se 23 2,119 1,678 
Nestle’s ...... oteecien ae 18 1,883 1,313 
Cherry Rounders coos BS 12 1805 875 
Whiz .. - ae 21 23 1,648 1,678 
tMr. Goodbar 19 . . aawerer 
Clark's ... 18 12 1413 875 
EN io winasteoee detente 18 os Freee 
tOld Nick 16 oe - aoe 
PINE oc. cewscvedioves 16 18 1,256 1,313 
Miscellaneous .............. 84 119 6,592 8,680 
Be GRRE . 5 ec ccseuslé coves 3 15 235 1,094 
WHR. od ccvncisonecocdhuns 3026 179.8 237,472 =131,145 
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chocolates, the survey shows. Of 
these 47,874 box-chocolate-buying 
families, 51.4 per cent, or 24,607 
families, purchase Russell Stover 
candies, 21.6 per cent, or 10,341 fam- 
ilies, purchase Brach’s candies, and 
7.9 per cent, or 3,782 families, pur- 


chase Mrs. Stevens candies. Pur- 
chases of Whitman's, Chase, 
Schrafft’s, Johnston’s, Bauers, and 


Douglas follow in the order named. 

Analysis of the distribution of box 
candies shows Russell Stover handled 
by 0.6 per cent of the independent 
druggists, Brach’s by 51.5 per cent, 
Mrs. Stevens by 0.3 per cent, Whit- 
mans by 60.6 per cent, Chase by 18.1 
per cent, Schrafft’s by 30.3 per cent, 
Johnston’s by 27.2 per cent, Bauer’s 
by 0.6 per cent, and Douglas by 18.1 
per cent. Brach’s candies are also 
handled by 40.5 per cent of the in- 
dependent grocers, Chase by 17.1 per 
cent, Schrafft’s by 2.7 per cent, John- 
ston’s by 0.9 per cent, and Douglas’ 
by 1.8 per cent. A detailed analysis 
of the distribution of boxed candies 
is given in Table 2. 

Analysis of chewing gum pur- 
chases in these areas shows 87 per 
cent, or 79,083 families, purchase 
gum of one type or another. Of this 
group, 93.8 per cent, or 74,168 fami- 
lies, purchase stick gum; 22.2 per 
cent, or 17,574 families purchase 
candy coated types; and 19.7 per 
cent, or 15,554 families purchase 
bubble types. 

In stick type purchases, Wrigley’s 
leads as the choice of 81.3 per cent, 
or 60,299 families. Dentyne is sec- 
ond with 8 per cent, or 5,933 fam- 
ilies. Both brands are handled in 100 
per cent of the independent drug- 
gists. Wrigley’s is handled in 85.6 
per cent of the independent grocers 
and Dentyne in 73.9 per cent. 

Among the candy coated type of 
gums, Chiclets, Beechies, P. K.’s, and 
Fleers follow in the order named. 
Chiclets is the choice of 51.1 per cent, 
or 8,980 families, and Beechies the 
choice of 37.9 per cent, or 6,661 fam- 
ilies. P. K.’s is the choice of 5.7 per 
cent, or 1,002 families, and Fleers 
the choice of 2.9 per cent, or 510 
families. Chiclets are handled by 
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84.8 per cent of the independent 
druggists and 51.4 per cent of the 


independent grocers. Beechies is 
handled by 72.7 per cent of the in- 
dependent druggists and 47.7 per 
cent of the independent grocers. 

Double Bubble, Hocus Focus, and 
Bazooka lead in preference for bub- 
ble type gum, being purchased by 
51.1 per cent, 7.8 per cent, and 7.4 
per cent, respectively, of the families. 
Double Bubble is handled by 39.3 
per cent of the independent drug- 
gists and 43.2 per cent of the inde- 
pendent grocers, Hocus Focus by 27.2 
per cent of the independent drug- 
gists and 34.2 per cent of the inde- 
pendent grocers, and Bazooka by 
21.2 per cent of the independent 
druggists and 27.9 per cent of the 
independent grocers. 


This consumer analysis conducted 
by The Omaha World-Herald is a 
personal, not a mail, survey. It per- 
mits an individual contact with 2,700 
representative families for careful 
checking of all information obtained. 
In order to study the distribution of 
goods to the consumer, the consumer 
is first questioned and than an act- 
ual check on store distribution is 
made. 


A pretested, confidential question- 
naire is mailed to housewives whose 
names are selected at random from 
each page of the Omaha and Coun- 
cil Bluffs city directories. Families 
are selected in such a way that each 
member of the over-all population is 
given an equal chance of being sent a 
questionnaire. 


This year, 52 per cent of all fam- 
ilies who received the questionnaire, 
personally returned ét to The World- 
Herald building ' 

To obtain the proper percentage 
of questionnaires from each postal 
zone and area throughout Omaha, 
short duration, controlled mailings 
are used. A period of four days is 
allowed for the return of each ques- 
tionnaire. 


A study of existing records, in- 
cluding building permits, gas meter 
and electric meter registrations, de- 


_termines the density and percentage 


of population within each of the 19 
areas each year. The required num- 
ber of questionnaires needed from 
each area to have an accurate cross 
section of each major district as 
well as the community as a whole, is 
determined by this density study. 
Nearly a 3 per cent cross section of 
the family population returned ques- 
tionnaires. It is of interest to note 
that the tabulation of 300 question- 
naires gives practically the same per- 
centage of buyers and brand stand- 
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ings as is secured when 900, 1,800 
or 2,700 are used. 

Supplementing the consumer data 
with a correlated record of store dis- 
tribution of individual brands in- 
creases the value of the consumer 
analysis and has always been an im- 
portant feature of The World-Her- 
ald survey. Members of the staff per- 
sonally check merchandise and mark 
down only brands which they actually 
find in 111 independent grocery 
stores and representative grocery 
chains, as well as 33 independent 





drug stores, chain drug, and depart- 
ment stores. If a certain brand of 
coffee for example is found in 30 per 
cent of the independent grocery 
stores checked, this brand is credited 
with 30 per cent distribution among 
all independent outlets. This same 
method is applied in compiling drug 
store distribution. Items that do not 
actually appear on the dealers’ shelves 
are not given consideration. Thus the 
complete picture tends to be con- 
servation. 


Table 2 
BOXED CHOCOLATE PREFERENCE AND DEALER DISTRIBUTION 
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Table 3 
CHEWING GUM PREFERENCE AND DEALER DISTRIBUTION 
Purchasing Families: 1949 87.0% or 79,083 families 
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Candy Production Techniques 
or Reducing Costs 


Mr. King discusses methods of lowering 


production costs —— an answer to 


a growing industry problem 


by JAMES A. KING 


Vice-President, The Nulomoline Division 
American Molasses Company 


°C OF THE most pressing situations, if not the major 
problem facing the industry today, is the demand 
for lower prices of candies in general. Coupled with this 
situation and, as old as the industry itself, is the ever in- 
sistent demand for lower production costs. This is the 
battle cry of the industry, and it is a direct challenge to 
production men. 


Progress in the production department is the joint re- 
sponsibility of management, which includes the assistant 
foreman, foreman, superintendent, production manager, 
the maintenance personnel, the purchasing agent and sales 
department, not forgetting the officers who OK the appro- 
priations for required new equipment. Your success in 
satisfying the clamor for lower prices at a profit will de- 
pend largely upon the skilled candy maker, proper super- 
vision, and the availability of uniform ingredients, bear- 
ing in mind that the cost of an ingredient should be based 
upon its processing value rather than the purchase price. 


Modern Machinery Important 


To the above requirements we may add facilities for the 
protective storage of the ingredients and finished candies. 
Your ability to uniformly control quality and to maintain 
or achieve quantity production may require the replace- 
ment of worn out and outmoded equipment with new and 
modern apparatus. A machine of modern design carefully 
conditioned and kept in smooth operation will often per- 
form several steps of a process which formerly required 
two or more machines and, as a result, production costs 
are reduced through improved and increased output plus 
savings in space, power, labor, and scrap. 


If time permitted, we could discuss in detail the align- 
ment and function of each machine in a given process to 
the end that the candy in process moves from one machine 
to the next with a minimum of interruption and rehan- 
dling. But instead, let’s concentrate on the handling of in- 
gredients in the first stage of the process—the weighing 
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and measuring of the basic ingredients, such as the sugar, 
corn syrup, invert sugar, water, starch, gelatin. These are 
the principal ingredients used in quantity in the making 
of a wide variety of candies; but let us assume that we are 
going to produce not less than five basic types, such as the 
hard candies, cast cream centers, starch jelly gums, cast 
marshmallows, and cast nougat. 


A Case Problem 


The plant in which these candies will be produced is 
engineered to turn out these five types of candies in the 
form of bulk candies or bars on a moderately large scale. 
The plant, of course, is equipped to handle corn syrup in 
tankcars or wagons. However, the factory unfortunately is 
located quite a distance from a source of liquid sugar 
supply which, due to economies in handling, it would 
much prefer to use; but when hauling liquid sugar over a 
rather long distance, the high transportation charges force 
it to use granulated sugar instead. As a result, the firm 
purchases granulated sugar in bags, and this sugar has to 
be handled several times enroute from the receiving room 
to each of the five candy cooking departments where the 
bags of sugar may occupy needed manufacturing space 
before it is finally moved to the cooking kettles. 


Consequently, our problem is to produce candies as 
good or better at lowered costs. And in many instances 
this can be done by eliminating wasteful manual handling 
of ingredients, by reducing the probability of error in 
weighing and measuring, and by simplifying the process- 
ing through the medium of the master-mix. 

To prepare a master batch or mix, we should have a 
large melting and mixing tank located preferably in the 
basement or close to the sugar supply. The mixer-melting 
tank would be steam-jacketed or steam coils would be lo- 
cated in the tank proper just above the agitator. A syrup 
pump and pipe lines would connect the master batch with 
a reservoir or receiving tank located in each of the candy 
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cooking departments. Strainers should be installed in the 
pipe lines. A pipe line with measuring meter would con- 
nect the corn syrup storage tank with the master-mix 
tank. The pipe line formerly used for transferring the corn 
syrup to the cooking stations would be available for de- 
livery of the master-mix syrup to the receiving tanks 
supplying the cooking departments. The receiving tanks 
located in the cooking room would be large enough to 
receive all or part of the master batch as prepared for each 
specific type of candy—or the composition of the syrup 
as preferred for one type of candy may be satisfactory for 
use in another type. For instance, the master-mix syrup 
prepared for marshmallow to be coated with chocolate 
could also be used for the production of starch jelly gums. 


Starch Jelly Gums 


Let us assume that we are now ready to make a master- 
mix for starch jelly gums, of which the basic fermula will 
consist of: 

40 lbs. of granulated sugar 

50 lbs. of corn syrup 

10 lbs. of invert sugar 

11 lbs. of modified corn starch 
1% lb. of cream of tartar 
100 lbs. of water 

Instead of making a small batch, we would multiply the 
above ingredients by 20. Six hundred pounds of water 
would be metered into the master-mix tank, heat is ap- 
plied, and we would add 1,200 pounds of granulated su- 
gar, which would be heated until it was dissolved. The 
temperature of the dissolved sugar would be approxi- 
imately 190°-195°F. At this stage the heat would be 
turned off, and the 300 pounds of invert sugar is added, 
and while mixing, the 1,500 pounds of corn syrup is 
pumped from the corn syrup storage tank and mixed well. 
The resulting starch jelly master-mix syrup would then be 
pumped to the receiving tank in the starch jelly cooking 
room. The syrup for the starch jellies would then flow by 
gravity or would be pumped to the cooking kettles, and 
when the batch would boil, the required portion of the 
starch slurry, consisting of 2,400 pounds of cold water, 
330 pounds of corn starch, and 4 pounds of cream of tar- 
tar which has previously been suspended or mixed to- 
gether in a separate mixer, is then allowed to trickle into 
the boiling syrup. When the batch has been cooked to the 
desired density, color and flavor are added and the batch 
is ready to be cast into starch impressions. 


Cast Marshmallow for Coating 


Cast marshmallow to be coated with chocolate or gar- 
nished with coconut would be made with the same syrup 
as prepared for starch jellies, plus the addition of the re- 
quired amount of gelatin dissolved in water. 


Hard Candy 


A hard candy master-mix could also be prepared by 
dissolving 2,600 pounds of sugar in 600 pounds of wa- 
ter by heating to approximately 200 F. Then 1,400 pounds 
of corn syrup would be pumped into the mix, blended 
well, and then pumped to the holding or receiving tanks 
in the hard candy room. The above combination is based 
upon the use of 65 pounds of granulated sugar, 35 
pounds of corn syrup, 15 pounds of water. Most any com- 
bination of sugar and corn syrup, however, could be used. 

The same procedure would apply when making com- 
pounded syrups for casting fondant, grained or chewing 


nougat, and other candies. Due to the fact that the density, 


of the prepared master-mix syrups would be not less than 
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75 per cent solids, there would, of course, be little or no 
danger of premature graining or fermentation of the syr- 
up during the period in which it may be stored in the 
holding or receiving tanks. The master-mix equipment 
could also be used in making a complete caramel mix, 
chewing toffee, or master batches of fudge mix, containing 
the required amount of fat, milk solids, and other ingre- 
dients normally used for these confections. If it were 
planned, however, to premix relatively large amounts of 
caramels, fudge, etc., it would be advisable to locate a 
propeller type mixer for the holding or receiving tanks, 
so that from time to time the batch would be mixed, 
thereby preventing separation of the fats or milk solids, 
pending the final cooking operation. 


Dr. Stroud Jordan Award 
Nominations Asked by AACT 


P wren JORDAN AWARD has been established in com- 
memoration of the work and contributions to the 
confectionery industry made by Dr. Stroud Jordan, out- 
standing authority in the field of food technology. During 
his many years’ association with the confectionery indus- 
try. he embodied much of his knowledge and experience 
in numerous technical papers which appeared in THE 
MANUFACTURING CONFECTIONER, and other publications. 








DR. STROUD JORDAN award medal (above) will be given an- 

nually to person making outstanding contribution in field of 

candy technology, it is announced. Nominations are requested 
by AACT committee. 


His books, “Confectionery Problems, 1930, Confectionery 
Standards, 1933, Chocolate Evaluation, 1934 and Con- 
fectionery Analysis and Composition”, 1946 are the stan- 
dard reference works on confectionery. 

The American Association of Candy Technologists is 
desirous of receiving nominations for the recipient of the 
Stroud Jordan Award, which has been founded by the 
AACT with the cooperation of the American Sugar Re- 
fining Company. This award in the form of a medal is 
to be given annually to the person who has made an out- 
standing contribution in the field of candy technology. 

Members of the award committee have been selected 
from without the confectionery industry and include Prof. 
W. L. Campbell of Massachusetts Institute of Technology, 
Prof. G. R. Cowgill of Yale University, Prof. H. A. Neville 
of Lehigh University, Prof. A. W. Thomas of Columbia 
University, and Prof. K. E. Langwill, chairman. The com- 
mittee should be informed of the education, experience, 
and accomplishments of the nominees submitted. Nomina- 
tions will be accepted until January 15, 1950. Kindly 
address all correspondence to Prof. Katheryn E. Lang- 
will, Drexel Institute of Technology, Philadelphia 4, Pa. 
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600 Executives at Chicago 
AMA Production Conference 
Study Efficiency-Boosting 


Production 
Planning 


by CLYDE C. HALL 


The Manufacturing Confectioner 


A POSSESSES RESOURCES adequate to permit a 
doubling of the population over the next century 
and an eight-fold rise in living standards. Such was the 
theme on which the Conference of Production of the 
recent American Management Ass’n opened at Chicago’s 
Palmer House last month. About 600 management offi- 
cials heard leading executives during the two-day con- 
ference tell plans for making this possible. 


The U. S. still possesses the essential foundations for 
a vast further rise in living standards, said Dr. Harold 
G. Moulton, president, The Brookings Institution, Wash- 
ing, D. C., in the opening address. “Rich natural re- 
sources and continuing advances in the realm of science, 
technology, and business organization, could make the 
century ahead even richer than the extraordinary century 
which lies behind us, he stated. “We have not as vet 
undermined the foundations of industrial progress. We 
have not reached an age of maturity, at which attrition 
and senility inevitably impend. On the contrary, this is 
still a blessed land—both in terms of physical resources 
and scientific and organizing genius. 


Essential Requirements 


Unceasing attention to conservation of our natural 
endowments, maintenance of a sound fiscal situation, 
maintenance of a stable monetary unit, increasing pro- 
ductivity, and business policy that promotes a constantly 
broadening distribution of national purchasing power 
are essential requirements to make this possible, stated 
Dr. Moulton. He stressed that “maximum increase in 
productivity necessitates: (1) a constant expansion of 
scientific research and engineering experimentation: (2) 
an ever-broadening mechanization of every type of eco- 
nomic activity; (3) the rapid replacement of obsolete 
plant and equipment; (4) the further improvement of 
internal organization and management policies: and 
(5) the cooperation of labor. 


Although American industry, by and large, deserves 
the distinction of being the best mechanized in the world, 
“we too have our quota of mechanical zombies,” said 
George Terborgh, research director, Machinery & Allied 
Products Institute, Washington, D. C. 


“A frequent reason for this lag, particularly in the 
case of small enterprises,” he stated, “is an insufficiency 
of funds for modernization, coupled with an inability or 
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unwillingness to obtain additional capital for the pur- 
pose.” 


Warning that rules of thumb such as the requirement 
that new equipment must “pay for itself” in two or three 
years are “simply specimens of industrial folklore,” Mr. 
Terborgh said “they yield a rational result only by acci- 
dent” and “lead in the majority of cases to retarded re- 
placement.” A basic study which develops a new pro- 
cedure for practical replacement analysis is available 
in the Machinery Institute’s book on Dynamic Equipment 
Policy and a soon-to-be-released Replacement Manual, he 
added. 

Cost-saving efficiency-increasing techniques suggested 
at the conference included: 

1.—Breaking down continuous straight line production 
into shorter lines or units, with some of the units being 
a balanced regrouping of operations from the straight 
line. Groupings are principally controlled by sequence 
of product manufacture balanced in timing by a common 
denominator. Number of operators in a unit or group 
should be held as small as practical, as this insures a 
better common denominator. To be considered a com- 
pact bundle of energy, each unit features close timing. 
job specialization, and individual production based on 
standards equitable to each operation. Advantages of 
this system were reported as: (1) greater product flexi- 
bility, (2) less production loss due to absenteeism, (3) 
better quality inspection, (4) lower man hour break- 
down losses, (5) better job control, (6) better labor 
relations, and (7) greater facility in maneuvering rush 
orders. 


Continuous Tape Recorder 


2.—Installation of a continuous tape recorder to keep 
management informed. By dialing a number, manage- 
ment is connected with the tape recorder and is able to 
hear whatever messages may be recorded upon it. Thirty 
such calls may be made simultaneously. A regular sched- 
ule is maintained. Advantages claimed include ability 
to: (1) compete with the union in the dissemination of in- 
formation; (2) call attention to personnel efficiency: (3) 
call attention to safety matters; (4) achieve closer 
contact with foremen; (5) spike disturbing rumors 
quickly; (6) obtain quick management response and 
action; and (7) provide for communication of emer- 
gency decisions. 

3.—Preparation of a foreman’s budget. This helps 
coordinate sales, engineering, and production. It also 
provides a means of developing mutual understanding 
by having every level of management working toward 
a solution to the common problem of making a profit. 

4.—Application of quality control in the verification 
of invoices. 


Mechanical Inventory Controls 


5.—Utilization of mechanized inventory controls. 
Advantages claimed include: (1) fewer out of stock con- 
ditions; (2) reduction of inventory investment by about 
10 per cent: (3) elimination of considerable duplication 
of items; (4) ability to provide at the end of each busi- 
ness month a computation of the amount of materials 
used, the amount of materials still on hand, the number 
of issues made during the month. the number of items 
on which there was no activity during the month; (5) 
ability to separate low dollar value items from high dollar 
value items; and (6) quick detection and review of in- 
active and slow moving items. 
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Selected Best Candies of the Year 


Assorted Filled Hard Candies 


ANALYSIS: Round jar container with a 
blue screw cap; silver seal printed in red 
and blue. Appearance of package is good. 
Colors, gloss, molding, shapes are good 
in the pieces; jackets are too thick. Weight 
is one pound; cost 59 cents in a Chicago 
department store. Centers and flavors are 
good. 

REMARKS: Cheaply priced at 59 cents the 
pound. Best jar of filled hard candy 
examined during past year. Code 1/49. 

REVIEW: Most hard candies of this 
type have hard, tasteless centers and 
cheap flavors. This sample was out- 
standing for quality and price. 


Filled Hard Candy Straws 


ANALYSIS: Purchased in a 5 & 10 cent 
store for 59 cents the pound in Chicago. 
Container is an attractive looking jar 
with a vacuum cap. Jar is oval with a 
gold seal printed in red and blue. Candy 
is good in colors, gloss, spinning, and 
jackets. Chocolate paste centers are good. 
Appearance of jar is good. Size of pieces 
is good; no broken pieces. Flavors are 
good. 

REMARKS: Best jar of this type of hard 
candy we have examined recently. Very 
well made and good eating. Cheaply priced 
at 59 cents. Code 1E49. 

REVIEW: We seldom find hard 
candy chocolate straws in glass jars 
that are not broken and dusty. This 
sample was very good eating and the 
workmanship was of the best. 





Cluster Pops 


ANALYsIs: One ounce purchased for 5 
cents in a Chicago variety store. Appear- 
ance of package is good. Group includes 
6 pops, cellulosed wrapped, and over-all 
cellulose wrapper with a printed paper seal. 
Colors, gloss, texture are good; flavors are 
fair. 

REMARKS: Best hard candy cluster pops 
we have examined in some time. Well made, 
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neat, attractive package. Should be a good 
5 cent seller. Code 1F49. 

REVIEW: Many samples of pops we 
examined were grained and contained 
very cheap flavors. These pops were 
well made, were well packaged, and 
cheaply priced at 5 cents. 


Licorice Lozenges 


ANALYSIS: Purchased in a Chicago drug 
store for 5 cents; weight 1% ounces. 
Package appearance is good: Folding cellu- 


ror ere 


lose window box, printed in purple and 
yellow. Lozenges are good in colors, pan- 
ning, finish. Licorice centers are good in 
color, texture, flavor. 

REMARKS: Best 5 cent licorice lozenges 
we have examined within the past year. 
Neat and attractive box. Code 1749. 

REVIEW: This is one of the confec- 
tions that has been greatly improved 
the past year or two. As a rule this 
type of confection is very tough and 
many times lacks a good licorice 
flavor. This sample was good eating 
and the workmanship was of the best. 








Candy Clinic Schedule 
. For The Year 


The monthly schedule of the CANDY CLINIC is listed below. 
When submitting items, send duplicate samples six weeks 
previous to the month scheduled. 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels; Brittles 
MARCH—One-Pound Boxes Assorted Chocolates up to $1.00. 
APRIL—$1.00 and up Chocolates; Solid Chocolate Bars 
MAY—Easter Candies and Packages: Moulded Goods 
JUNE—Marshmallows; Fudge 

JULY—Gums; Jellies: Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—All Bar Goods; 5c Numbers 
OCTOBER—Salted Nuts; 10c-15c-25¢ Packages 
NOVEMBER—Cordial Cherries: Panned Goods; lc Pieces 


DECEMBER—Best Packages and Items of Each T Con- 
sidered During Year: Special Packages, New Fades 
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UNEQUALLED FOR PERFORMANCE 


SAVAGE PATENT 


TILTING MIXER 
Model F-6 


Years of Experience Has Led to The 
Production of This Machine 


The Savage Patent Tilting Mixer is a marvel of 
strength, durability and convenience. Now constructed 
with enclosed gear head. Unequalled in its adaptation to 
the requirements of the candy maker. Time and labor sav- 
ing. It is standard of quality and performance for the 
Candy trade. 





Direct Motor Drive—Enclosed Gearhead— 
Cut Bevel Gears—Roller Bearings—Oil Seal 


The Savage Patent Tilting Mixer 
is the very best steam kettle and mixer 
made for the manufacture of caramel, 
fudge, nougat and products that will 
pour. Also recommended for heavy stiff 
batches such as Jap cocoanut and cocoa- 


nut mass. 


Made in following sizes: 


35 gal. with copper kettle 
50 gal. with copper or stainless kettle 





Further information and prices on 


condues Tilted position with improved agitator. Clearance sufficient for 
. thermometer. 


SAVAGE BROS. CO. 


M. A. Savage, President * Richard J. Savage, Jr., Vice President 


2638 GLADYS AVE. CHICAGO 12, ILL. 


for December, 1949 


Since 1855 











Christmas 
Greetings 
and 
Happy New Year 
to All 


R. C. TAFT CO. 
Itt North Canal St. 
Chicago 6, Illinois 























‘ Brokers... 


For new candy lines, list your 
firm in the Confectionery Brokers’ 
Section of THE MANUFACTUR- 
ING CONFECTIONER and THE 
CANDY BUYERS’ DIRECTORY. 
Low rate is only $15 a year. 


THE MANUFACTURING 
CONFECTIONER 


9 Clinton St., Chicago 6, Iil. 
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MODEL 

No. 18 

Inside 
Oimensions 
Length — 43%" 
Width — 22 
Depth — 1 


S 


STAINLESS STEEL TRUCKS 
FOR FONDANT CREAM &c. 


Write for descriptive literature of 
this, and other models available for 
immediate delivery. 


Manufactured by 


The Standard Casing Co., Inc. 


121 Spring St., New York 12, N.Y. 














We have examined a number of these 
packages lately and most all of them 
are good. 


Chocolate Covered 
Glace Cherries 


ANALYsIs: Purchased in a Chicago manu- 
facturing-retailer candy shop. Cost $1.35 
for one pound; sold in bulk; stock box 
used. Dark coating is good in color, gloss, 
strings, taste. Cherries are good in texture, 
taste. 

REMARKS: Best glace cherries we have 
examined within the past year. Code 1V49. 


REVIEW: Most glace cherries are 
hard and dry and lack flavor. These 
cherries were very tender and had 
a very good flavor. 


Walnut Chews 


ANALYsIs: Sold for 5 cents in a Chicago 
railroad depot; weighs 1% ounces. Size 
and appearance of package are good. Con- 
tains 10 pieces, square shaped, each 
wrapped in printed wax paper. A board 
tray is printed in blue and white; a printed 
cellulose wrapper is in green, blue, and 
yellow. Chews are good in color, texture 
and taste. 

REMARKS: We believe this to be the best 
5-cent package of this kind on the market. 
Code 2C49. 


REVIEW: We have examined this 
same package a number of times and 
always find the candy very good 
eating. The flavor is also exception- 
ally fine for this type of candy. 


Assorted Hard Candy Sour Balls 


ANALYSIS: Purchased for 40 cents in a 
Chicago grocery store. Weighs 12 ounces. 
Container is a round, tall, jar with a red 
screw cap. Package size is good. Appear- 
ance of jar is good. Balls are good in colors, 
texture, flavors, and shape; fair in gloss. 

REMARKS: Best jar of hard candy of this 
kind examined by us during the past year. 
Cheaply priced at 40 cents. Code 1H49. 

REVIEW: Most sour balls are not 
balls at all. Poor spinning and odd 
shapes are the general rule. This 
sample was well shaped, and while 
the gloss was partly gone, we cannot 
blame the manufacturer as the cap 


Full-Bodied 


was loose when the sample was re- 
ceived. 


Hard Candy Pop on Stick 


ANALYsis: Wrapped in wax paper printed 
in orange; overall print in white of chil- 
dren playing. Sold for 1 cent in a Boston 
retail candy store; weighs 2/3 ounce. 
Size and appearance of package are good. 
Color, texture, flavor of pop are good. 

REMARKS: Best l-cent pop examined in 
the Clinic during past year. Code 1449. 


REVIEW: As a rule, a l-cent pop is 
not much to speak about but this pop 
was well made and had a good flavor. 





Orange Slices 


ANALYsIS: Sent in for analysis as No. 
4601. Sold in bulk. Appearance of slices, 
and color, sugaring, texture, and flavor are 
good. 

REMARKS: One of the best orange slices 
we have examined in some time. Well made 
and good eating. Best texture in a slice 
of this kind examined by the Clinic in 
some time. Code 1449. 

REVIEW: We examined many sam- 
ples of orange slices over the year but 
rarely found good ones. These slices 
were tender, had a good flavor, and 
did not have an excess of sugar on 
them. 


Peanut Cluster Cream Pattie 


ANALYSIS: Purchased in -a Boston cigar 
store for 5 cents; weighs 1% ounces. Ap- 
pearance and size of pattie are good. 
Cellulose wrapper; brown background 
printed in orange and white. Dark coat- 
ing is good for a 5 cent number. Peanuts, 
cream, taste are good. 

REMARKS: Best piece of its kind the 
Clinic has examined for some time. Code 
1AE 49. 

REVIEW: We do not get many sam- 
ples of this type of pattie and most 
of them are very cheap confections. 
This pattie was of good quality and 
had a most attractive wrapper. 


Assorted Chocolates 


ANALYSIS: Package has good appear- 
ance. Box is one layer type, with brown 
embossed paper and the name embossed in 


je TASTE APPEAL! 


..-A trial order will convince you that 
TRUTASTE APPEAL is YOUR key to repeat sales. 


Zestful, Tangy, Imitation CHERRY 
, Rich, 

Luscious, Imitation STRAWBERRY 
Tantalizing, Imitation RASPBERRY 


Imitation GRAPE 





mMELINMAARN- BUSLEE & WOLFE 


224 West Huron Street 
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gold. Wrapped in brown embossed paper 
tied with brown twine. Green and gold 
seal. Box is very neat and attractive. It 
was purchased for $1.35 the pound pack- 
age in a manufacturing retailer shop of 
St. Louis. Box has good appearance on 
opening. Number of pieces: 18 light 
coated, 19 dark coated, 3 sprill pieces, 
and 1 buttercrunch in a cellulose wrapper. 
Dark and light coatings are good in colors, 
gloss, strings, and taste. Dark coated 
centers: Good in chips, vanilla marsh- 
mallow, mint cream, vanilla nut cream, 
chocolate fudge, coconut cream, date, 
caramel-cream, sprill chocolate cream, 
buttercream, nut nougat, vanilla caramel, 
pecan cluster, filbert cluster, and glace 
cherry. Light coated centers: Good in 
chips, Brazil, date, nut brittle, glace pine- 
apple, almonds, strawberry cream, va- 
nilla cream, vanilla caramel, sprill top 
caramel, and buttercrunch. Assortment is 
good. 

REMARKS: The best $1.35 box of choco- 
lates examined by the Clinic in quite 
some time. Code 4D49. 


REVIEW: We like to compare and 
analyze nationally distributed pack- 
ages as we feel that it is not fair to 
pick out a manufacturing-retailer’s 
package, but in this case, we had no 
choice as all assorted chocolate boxes 
examined in this price field were be- 
low standard. The quality of these 
chocolates was outstanding as was 
the workmanship. They were neatly 
packed and well balanced in assort- 
ment. 


Chocolate Coated One Half 
Caramel Fudge Cream Egg 


ANALYsIS: Two ounces for 10 cents. 
Purchased in a Chicago department store. 
Packaged in foil wrapper printed in purple 
and white. Appearance, size and milk 
chocolate coating: good. Center, color, 
chocolate fudge, and caramel: good. 

REMARKS: e best egg of this kind we 
have examined this year. Code 5M49. 

REVIEW: We examined a large 
number of eggs this year and very 
few were up to standard. This sample 
was the best of its kind, well made, 
very good eating, and possessed a 
good coating. 


Candy Eggs 


ANALYsIs: Twelve pieces purchased for 
15 cents in a Chicago department store. 
Appearance of package: good. Container 
is small folding white egg box, printed in 
purple and green. Imprint of rabbit on 
top. Box contains 12 small panned grained 
marshmallow eggs. Color, finish, and pan- 
ning of eggs: good. Texture is too dry. 

REMARKS: The best panned eggs we 
have examined this year. Code 5K49 


REVIEW: While we cannot say this 
box of eggs was the best, it was the 
best of the samples received. We 
wonder why some of the manufac- 
turers do not put out a good box of 
eggs of this type and get a good price 
for same. These crates of eggs are 





Save mixing time Kez stretch your yields 
with Swifts Fluff-Dried Albumen. 
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always cheaply priced and are of 
very poor quality. 





Chocolate Coated 
Fruit and Nut Egg 


ANALYsIS: Four ounces for 29 cents. 
Purchased in a stationery store, Boston. 
Appearance of package is good. Pack- 
aged in folding box printed in yellow, 
purple, and green. Eggs wrapped in wax 
paper. Size, coating, and center: good. 
Color, texture, and taste of center: good. 

REMARKS: The best fruit and nut egg 
at this price we have examined this year. 
Code 5N49. 

REVIEW: Any number of fruit and 
nut eggs are examined by us over the 
years; and most of them are only 
fair. This egg was of the best quality 
and made very good eating. Well 
made. The container was also neat 
and attractive. 


Assorted Chocolates, Bonbons 


ANALYSIS: Appearance of package is 
good: One layer type, white paper, name 
embossed in gold, brown paper wrapper. 
Purchased for $1 the pound box in a 
manufacturing-retailer shop of Chicago. 
Appearance of box on opening is good. 
Number of yon 10 dark coated, 10 
light coated, 3 bonbons, 1 vanilla fudge, 
3 caramels in wax paper. Dark and light 
coatings are good in colors, gloss, and 
taste; fair in strings. Dark coated centers 
are all good: chocolate cream, vanilla co- 
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lts tiny particles need no soaking _ dissolve like Pp 
No clumps. Only choice, spring-laid eggs Bar used... 


Convenient, protected / 7 in sate-lined fibre drums. 


Suiits Vrodsiad 


Nibumen ‘Serer 


Order from your Swit? Slesman 
or nearest Swift Branch 
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) HELPFUL 
NEW BOOKS 


MARKETING AND 
DISTRIBUTION 
RESEARCH 


This helpful book by Dr. Lyn- 
don O. Brown is a know-how 
guide to better sales planning. 
89 forms and tables. 678 pages. 
Per Copy. $5. 


INDUSTRIAL 
WEIGHING 


This fact-filled book, by Doug- 
las M. Considine, gives helpful 
information on scales. It is 
divided into two parts: “Scale 
Design, Construction, and Op- 
eration,” and “Scales in the In- 
dustries.” Per copy: $10. 


FOOD PLANT 
SANITATION 


This authoritative book by 
Milton E. Parker, describes 
how to set up and maintain 
satisfactory sanitation within 
the food plant itself and eval- 
uates practical methods for 
every phase of food processing. 
Shows how to control con- 
tamination from pests, how to 
set up a program of sanitary 
practices. Price per copy: $6. 


Order from: 
Book Department 


THE MANUFACTURING 
CONFECTIONER 


9S. Clinton St. 
Chicago 6, Iil. 
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conut past, vanilla nut cream, nut nougat, 
butter cream, vanilla caramel, molasses 
chew, coconut cream. Light coated centers 
are all good: Buttercrunch, chocolate 
cream, butter cream, chocolate nut nou-- 
gat, vanilla cream, fruit nougat, Bonbons 
are good. Vanilla nut fudge and vanilla 
caramels are good. Assortment is good. 

REMARKS: One of the best dollar boxes 
we have examined in the Clinic for quite 
some time. Code 3D49. 

REVIEW: We do not find many boxes 
of assorted chocolates retailing at 
$1 the pound that are up to standard. 
Cheap coatings, flavors, and poorly 
made centers are the rule. This 
sample was neatly packed and had a 
very well balanced assortment. The 
quality was better than we find in 
many higher priced boxes of assorted 
chocolates. 


Hollow Chocolate Rooster 


ANALYSIS: 1% ounces for 15 cents. Pur- 
chased in a variety store, Waukegan, III. 
Packaged in cellulose bag printed in blue 
and yellow. Appearance, size, chocolate, 
gloss, molding, and taste are good. 

REMARKS: One of the best molded pieces 
we have examined this year. Code 5U49. 

REVIEW: Most hollow chocolate 
pieces are made with the cheapest 
kind of chocolate. This piece was 
made of a good quality coating and 
was very good eating. 





Almond Nougat Bar 


ANALYsIS: Purchased in a Chicago drug 
store, 144 ounces for 10 cents. Appearance 
of bar is good. Cellulose wrapper printed 
in blue and green. Bar is small for a ten 
cent seller. Color, texture and taste are 
good. 

REMARKS: The best bar of this kind we 
have examined this year. Hignly priced 
at 10 cents. Code 104 A49. 

REVIEW: We examined a large 
number of almond nougat bars over 
the year and while this bar retailed at 
10 cents, it was outstanding in quality 
and contained a good amount of 
almond pieces. 


Assorted Chocolates 


ANALYsIS: A one-pound box of choco- 
lates purchased in a St. Louis department 
store for $1.75. Appearance of package is 
good. Box is one-layer type, with pink 
glazed paper and name embossed in gold. 
Tied with blue ribbon, corner to corner, 
with bow, cellulose wrapper. Box has good 
appearance on opening. Number of pieces: 
50 dark coated, 3 Jordan almonds, 2 half- 
dipped gum drops. Dark coatings are good 
in color, gloss, strings, and taste. Box is 
very neatly packed. Centers: Good in nut 
nougat, filbert cluster, butter-cream, va- 
nilla caramel-pecan, cream filbert, vanilla 
nut caramel, chocolate cream, vanilla paste, 
cordial pineapple, molasses coconut, va- 
nilla cream, vanilla caramel-almond, pecan 
clusters, vanilla marshmallow, and orange 
peel. Half-dipped gum drops are good; 
solid chocolate and almonds are good; 
Jordan almonds are good. 

REMARKS: Centers are well made and 
of good quality. One of the best boxes of 


assorted chocolates we have examined. To 
improve assortment, we suggest a few hard 
candy pieces, nut brittles, chips, blossoms, 
etc. A good true fruit jelly or two would 
helm: also. A liner could well be used. 
Code 4F49, 

REVIEW: In the $1.75-the-pound 
assorted chocolate group, this sample 
was the best submitted. If the assort- 
ment was improved, this would be an 
outstanding box of assorted choco- 
lates and well worth the money. Good 
quality coating and centers were 
well made. Very good eating. 





Lemon Drops 


ANALYsIS: Purchased in a Chicago rail- 
road station, 1% ounces for 5 cents. Pack- 
age is folding box printed in dark green 
and white. Imprint of drops, lemon shaped. 
in yellow. Cellulose wrapper, inside wax 
liner. Appearance and size of package 
good. The drops color, texture, and flavor 
are good. 

REMARKS: The best drop of this kind 
we have examined this year. A good lemon 
flavor. Code 10U49. 

REVIEW: Most hard candy lemon 
drops contain a poor flavor. Many 
do not have any flavor, only acid. 
These drops were well made and had 


a very good lemon flavor. 





Butter Crunch 


ANALYSIS: Purchased for 5 cents in a 
Boston drugstore; weighs 1 ounce. Ap- 
pearance and size of package are good: 
glassine bag printed in yellow and brown. 
Crunch has good light coating, nuts on 
coating, color, texture, and taste of coat- 
ing are good. 

REMARKS: One of the best crunch bars 
we have examined in some time. Well made 
and good eating. Code 2K49. 

REVIEW: Many so called crunch 
bars are hard and tasteless taffy. 
This bar is a real crunch bar, very 
tender, and possesses a good flavor. 
The coating is better than we usually 
find in nickel bars. 


Bubble Gum 


ANALYsIs: Piece sold for 1 cent in a re- 
tail candy store of Boston. Appearance and 
size of piece are good. Wax wrapper is 
printed in yellow and blue. Gum is good 
in color, texture, flavor, bubbles. 

REMARKS: Best 1 cent piece of bubble 
gum examined by the Clinic within past 
year. Code 1249. 

REVIEW: We examine a large num- 
ber of bubble gum samples over the 
year and we find all qualities. Some 
appear unfit to put into the mouth; 
many have a rank flavor; some do 
not bubble. This piece was well made, 
made a very good bubble, was easy 
to bubble, and was a good looking 
piece. 


Mint Chews 


ANALYSIS: Purchased in a retail candy 
store of Boston—2 pieces for 1 cent. Ap- 
pearance and size of pieces are good. 
Wrapped in white wax paper, printed in 
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green. Color, texture, and flavor of chews 
are good. 

REMARKS: Best penny piece of this kind 
examined by the Clinic during past year. 
Code 1AA49. 

REVIEW: For a l-cent number of 
chewy candy, this piece is outstand- 
ing. Most l-cent pieces of this kind 
are hard and tough. 





Maple Panned Caramels 


ANALYsIS: Weighs 4 ounces; sells for 
15 cents; purchased in a Chicago rail- 
roe. depot. Size and appearance of package 
are good. Box is folding type; buff colored, 
printed in yellow; name and stripes in 
brown. Caramels are good in color, pan- 
ning, finish, and coating. Centers are good 
in color, texture, and taste. 

REMARKS: Best panned caramel we have 
examined in the Clinic for some time. 


Code 2D49. 

REVIEW: Any number of panned 
caramels are on the market and we 
seldom find a good one. This sample 
was well made, had a very tender 
center and a good flavor. 





Marshmallow and Jelly Rolls 


ANALYsIS: Purchased in an Oakland, 
Calif., retail store, at 5 cents for 1% 
ounces. Container is folding light board 
boat printed in red, white, and blue, and 
has overall cellulose wrapper. Appearance 
of package is good. Colors, textures, and 
sanding of jelly rolls are good. Flavors 
are fair. 


REMARKS: A good eating piece. The 


best piece of this kind the Clinic has 
examined this year. Code 8049. 

REVIEW: Most of the packages 
called jellies we examine are in actu- 
ality gums. This sample was a real 
jelly, well made, and good eating. 
While the flavors could be improved, 
they were better than in most samples 
examined. 


Pecan Roll 


ANALYsIS: Purchased in a Chicago rail- 
road station, 134 ounces for 10 cents. Ap- 
pearance of roll is good. Wrapper is of 
cellulose printed in gold and red. Car- 
mel coating, pecans, center, and taste 
are good. 

REMARKS: One &f the best pecan pieces 
we have examined this year. Code 10D49. 


REVIEW: This pecan roll is slightly 
high priced but was of the best 
quality. Eating qualities were excep- 
tionally good. 


Candy Corn 


ANALYsIS: Purchased at a Chicago rail- 
road station candy stand, 1% ounces for 
5 cents. Container is folding box printed 
in blue, red, and white, with cellulose 
window. Appearance and size of package 
is good. The corn’s color, texture and taste 
are good. 

REMARKS: The best 5 cent package of 
this type confection we have examined 
this year. Neat and attractive box for this 
price candy. Code 10F 49. 
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is a necessity in chocolate to insure your 
candies uniform appearance and degree of 
goodness. Merckens Chocolate Coatings may 
always be depended upon for the same high 
quality you have come to expect of them. 


Branches and Sales Offices in: 
New York ® Boston ® Chicago 
Los Angeles ® Philadelphia 
Seattle © Salt Lake City 
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REVIEW: Many candy corn samples 
we received were dry and hard and 
lacked flavor. This corn was very 
good eating and had a good flavor. 
In addition, it was very well made. 





Milk Chocolate Crunch Bar 


ANALYSIS: Purchased in a Chicago chain 
variety store, 1 ounce, 3 for 12 cents. 
Wrapper of cellulose, band printed in red 
white and blue, with inside foil wrapper. 
Appearance and size of bar good. The 
bars chocolate, texture, and taste are good. 

REMARKS: The best bar of this kind the 
Clinic has examined this year. Code 
10049. 


REVIEW: In this price field, this 
crunch was the best. A real crunch, 
(not a taffy), it was very tender and 
had a good crunch flavor. 


Pecan Pralines 


ANALYsIS: Purchased in a Houston, 
Tex., department store, at $1.35 a pound. 
Appearance of package is good. Pralines 
are singly packed in a M. S. T. cellulose 
bag, heat sealed. Container is similar to 
a quart ice cream container. Contents are 
packed in a two-piece sleeve corrugated 
carton. Outside wrapper of paper is 
printed in purple, with scenes of a Texas 
city in half tones. Color, texture of pra- 
lines are good. Amount of pecans is good. 
Taste is very good. 

REMARKS: A very well made praline. 
One of the best the Clinic has examined 
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in some time. The finest flavor tasted in 
any praline the Clinic has ever examined. 
Condition of pralines when received was 
excellent. Code 8P49. 

REVIEW: Most pralines we receive 
are hard, badly spotted, and lack a 
good flavor. They also contain very 
few pecans. These pralines were out- 
standing in packaging and quality. 
They contained a good quantity of 
pecans and had an excellent flavor. A 
very fine eating piece. 


Mint Assortment 


ANALYsIS: Purchased in a Chicago gro- 
cery. at 69 cents a pound. Box is one- 
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layer type with green top printed in dark 
green; is tied with green ribbon and bow; 
has cellulose wrapper. Appearance of 
package is good. Appearance on opening 
is good. Assortment is good. Contents 
are good and include: mint marshmallow 
crystallized, small gum patties, crystal- 
lized creams and bonbons, milk chocolate 
coated creams, Turkish paste, crystallized 
gum and cream sticks, milk chocolate 
coated hard candy sticks, and braided hard 
candy. 

REMARKS: The best box of mint assort- 
ment the Clinic has examined at this 
price in some time. Code 8(49. 

REVIEW: In this price field, we 
seldomly see a good mint assortment. 
Poor quality and poor workmanship 
are the general rule. This mint assort- 
ment was cheaply priced and of good 


quality. 


Assorted Chocolates 


ANALYSIS: Ten ounces for $1.25. Pur- 
chased in a San Francisco retail shop. 
Packaged in one-layer type, extension 
top and bottom box featuring gold paper, 
name in white and cellulose wrapper. 
Appearance of box is good. Number of 
pieces: 23; dark coated, 10; light coated, 
8; pralines, 2; foil cups, 3. Color, gloss, 
strings, and taste are good. Dark coated 
centers are good. Too much flavor used 
in raspberry cream. Flavor could not be 
identified in the shell cream. Assortment 
too small. 

REMARKS: Very good quality. Suggest 
a’ larger assortment and smaller pieces. 
Most of all large manufacturers have gone 
back to smaller pieces. Code 5DD49. 

REVIEW: While this box is not all 
that is desired in a $1.25 pound choc- 
olate assortment, it is the best we 


could pick out of this year’s samples. 


Marshmallows 


ANALYSIS: Appearance of package is 
good. Container is cellulose bag printed 
in red. Color, texture, and taste of marsh- 
mallow is good. Purchased 10 ounces for 
17 cents in Oak Park grocery store. 

REMARKS: The best marshmallow of 
this kind we have examined this year. 
Very tender and good eating. Priced rea- 
sonably at 17 cents for 10 ounces. Code 
6N49. 

REVIEW: We examine a large num- 
ber of marshmallows over the year 


and many are poorly made, lack 
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flavor, and are packed in an improper 
kind of container. Due to the latter 
fact, the marshmallows were often 
in poor condition when received. 
These marshmallows were outstand- 
ing, very well made, and very good 
eating. The cellulose container was 
well sealed. 


Chocolate Coated Fudge 


ANALYSIS: Purchased in an Oak Park 
Ill., grocery store, 1 pound for 49 cents. 
Appearance of package is good. White 
folding box printed in yellow and blue 
with open window on side. Four 4-ounce 
bars, each wrapped in paper backed foil. 
Dark coating is good. Color, texture, and 
taste of center is good. 

REMARKS: A neat and attractive pack- 
age. New and different, well planned. 
Coating and center are of good quality. 
The best chocolate fudge we have exam- 
ined in some time. We seldom see good 
fudge at this price. Should be a good 
seller at 59 cents. Code 6L49. 


REVIEW: Most fudge samples we 
receive are hard, dry, and lack a 
good flavor. Some are like rubber 
and are made of the cheapest ingredi- 
ents. This fudge is outstanding. A 
real fudge, with very good flavor, it 
was in excellent condition when re- 
ceived. We can also say that all the 
products this manufacturer turns out 
are of good quality and neatly 
packaged. 


Hollow Chocolate Orange 


ANALYSIS: Appearance of package is 
good. The container is square white box, 
full telescope, printed in blue, orange, 
and green with imprint of spray of oranges 
in colors on top and bottom. Orange looks 
genuine and has wax coating to be peeled 
off as real orange. Color, shape, and mold- 
ing are very good. Orange has cardboard 
base to keep piece upright. Color, texture, 
and taste of chocolate is good. Sent in for 
analysis as No. 4631. No price listed. 

REMARKS: The most outstanding choco- 
late novelty we have seen in years. Ex- 
ceptionally well made and good eating 
chocolate. Suggest a retail price of 35 
cents. Code 6B49. 


REVIEW: This novelty is the out- 
(Please turn to page 63) 





Dairy Products Make Candy 
a Better Food! 


@ Non-fat Dry Milk Solids 


@ Whole Milk Powder 
(26% or 28% Butterfat) 


@ Sweetened Whole Condensed Milk 


500 Fifth Avenue 
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(8%% Butterfat) 


We can vary the specifications of these 
products to meet your special re- 
quirement. 


Laboratory Controlled Products 


Guaranteed Analyses 


MILK PRODUCTS. Inc. 


New York 18, N. Y. 


PEnnsylvania 6-0829 
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@ Macy’s: Mr. Jules A. Danto has been appointed 
market representative for candy and 11 other lines, 
it is announced by Harry Kullman, Jr., director 
of the corporate buying division of R. H. Macy & 
Co., Inc. 


AT THE CANDY 
Fair, recently staged 
by The Emporium, 
San Francisco, 
Hooper's Confec- 
tions, Inc., Alameda, 
Calii.. showed its 
complete line—choc- 
olates, chews, nut 
rolls—and dipped 
bon-bons in space to 
rear of booth. Entire 
center aisle of store 
was given over to 
similar varied, color- 
ful displays. 


@ National Ass’n of Popcorn Manufacturers: Fol- 
lowing its fifth national convention held at the 
Palmer House in Chicago recently, the National 
Ass'n of Popcorn Manufacturers has announced 
selection of Chicago as the site for its 1950 con- 
vention. The association reelected Harry T. Mc- 
Namara, who is vice-president of Blue Star Foods, 
Inc., Rockford, Ill, as its president, and also re- 
elected W. W. Hawkins of Confections, Inc., Chi- 
cago, as treasurer, and Thomas J. Sullivan as execu- 
tive secretary. Nat Buchman of Standard Candies, 
Inc., Boston, was named new vice-president. 


@ Frederick M. Switzer Sr.: Founder and head of 
the Switzer’s Candy Factory, Frederick M. Switzer 
Sr., died recently. Mr. Switzer was 84 years old and 
had not been active in management of the company 
for the last four years. After several years as a 
candy jobber, he established the factory 45 years 
ago. Surviving are his wife, Elizabeth; three daugh- 
ters and three sons. 


@ Karel Co.: Karel L. Wahler, trading as the Karel 
Co., retailers of Karel of Paris chocolates, has 
leased a store in the building now being constructed 
for the American Stores Co. at 153-155 Lyons ave- 
nue, Newark, N. J. The candy importers’ interior 
decorations will be in Parisian manner. Completion 
of the building is scheduled for December 1, 1949. 


@ Marshall Field & Co.: New chocolate covered 
mint-flavored chips, Misty Mints, have been intro- 
duced by Marshall Field & Co. This new confec- 
tionery sells for $1.65 a pound box. 


@ Lamont, Corliss & Co.: A two color, 12-page 
manual on “How to Sell More Candy” has been 
prepared by Lamont, Corliss & Co., and its agency 
Cecil & Presbrey. The booklet shows in cartoon 
form how grocers should display and promote the 
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National Manufacturer 


IMPROVES QUALITY 


without increasing cost! 


Why not take a tip from the manufacturer of a well-known 
confection who found this way to improve his sales? 


Here’s his story: “As soon as the retail shelves were full 
again, we knew we had to give the public better quality or 
lose business. But, how could we increase quality without 
increasing ingredient cost?” 


Aromanilla improves taste at low cost 


“Aromanilla,” continued the manufacturer, “solves the big- 
gest part of our problem; getting a flavor that would give 
us a tastier piece of goods. Aromanilla gave us the flavoring 
quality and effect of expensive standard vanilla at a cost so 
low that it approximates the cost of the vanillin we had been 
using. And, it’s just right for goods with a shelf life. It 
ripens in and imparts a mellow, full-bodied flavor that, ac- 
cording to our taste jury, is the finest we have ever had in 
our product.” 

Aromanilla is. able to obtain results like that because it 
was specifically developed to give commercial bakers, con- 
fectioners, and ice cream makers the full, balanced flavor 
of the vanilla bean in finished products. In processing it, we 
start with a base of prime Mexican vanilla beans, and de- 
liberately dissipate the highly volatile solids that are usually 
lost in food processing. We replace these with identical, but 
sturdier, flavoring solids from other sources. Thus Aroma- 
nilla, because it is sturdier, comes through your process with 
all the flavoring effect of the bean intact and in its original 
balance. 


Money-back trial order 


We have been running the statements of satisfied Aroma- 
nilla users for some time now. But, don’t take their word for 
it. Try it yourself. Order a trial supply on the handy coupon 
below. Test it against the finest extract that money can buy. 
If Aromanilla doesn’t do everything that’s promised, ship 
us the unused portion collect, and the full purchase price 
will be refunded. 











|‘ SEUBg > ooo ete ee it a aS eT "7 
| Aromanilia Co., Inc.—Dept. C-1 | 
| 6 Varick Street, New York 13, N. Y. | 
| Sure I'll test Aromanilla under money-back agreement. Please place ! 
| my trial order for: ; 
| 0 1 pint concentrate (equals 2 gals. Standard flavor) $ 8.00 | 
| CZ 1 gal. concentrate (equals 16 gals. Standard flavor) $52.00 | 
| | 
| NAME POSITION 
| COMPANY 
| 

| STREET | 
| cory en 





Aromanilla 


Imitation Vanilla Flavor 


MERS IMPROVE THE TASTE OF THEIR PRODUCTS SINCE 1901 
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and 


Prosperous 1950 


to the Candy Makers of 
the country 
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2500 S. SAN PEDRO STREET « LOS ANGELES I!, CALIFORNIA 
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Nestle’s candy bar makers line. Holidays and other 
occasions when candy sales should reach peaks are 
listed. 


®@ Colonial House Candy Stores: A new shop has 
been opened at 146 Halsey st., Newark, N. J. 
opposite Bamberger’s, by The Colonial House 
Candy Stores. The store is the second to be located 
in Newark, and the 11th in North Jersey. Miss 
Helen Cassanos will be manager of the store. 


@ Wm. Wrigley Jr., Corp.: As a result of currency 
devaluation abroad, Wm. Wrigley Jr., Co.'s, third 
quarter earnings declined, the company reported. 
Consolidated earnings were $3,384,225. The com- 
pany said a $765,891 loss on conversion of current 
assets of foreign susidiaries cut the earnings to 
$2,618,334, compared with $2,907,757 last year. 
Profit in the quarter was equal to $1.38 a share, 
compared with $1.48 in the 1948 period. 


@ Henry Rosenstein: President of Thomas W. 
Dunn Co., Henry Rosenstein, died recently at the 
age of 75. He is survived by his wife, Leah, a son Jay 
Henry, and daughter, Mrs. Irma Pachtman. Mr. 
Rosenstein was head of the Glue and Gelatine Dis- 
tributors Ass’n since 1933. 


@ New England Manufacturing Confectioners 
Ass’n: A general meeting of the association was 
held recently at Schrafft’s Restaurant, Boston. The 
subject of the meeting was “Packaging” and Mr. 
Albert Kner, director of the design laboratory of 
the Container Corp. of America, Chicago, was 
scheduled as speaker. 


® Confectionery Salesmen’s Club: The 18th annual 
Baltimore Candy Banquet, sponsored by the Con- 
fectionery Salesmen’s Club of Baltimore, Inc., is to 
be held December 10, at the Lord Baltimore Hotel. 
Ticket chairman is Harold L. Leaman, 435 Kenneth 
Square, Baltimore, 12, Md. 


@ Frank H. Fleer Corp.: This Philadelphia firm, 
maker of Dubble Bubble gum, has started a com- 
petitive test of a television commercial with other 
media in six cities. Lewis & Gilman, Inc., is the 
agency. 


@ Terrace Candy Corp.: Jeanette W. Allen, has 
incorporated Terrace Candy Corp., for manufac- 
turing candies at 236 8th Ave., N. Y. City. 


@ Luden’s, Inc.: The 10:45-11:009 PM segment of 
CBS’ hour-long musical quiz series, “Sing It 
Again,” is sponsored by Luden’s, Inc., it was an- 
nounced by William C. Gittinger, CBS vice-presi- 
dent in charge of sales. 


@ Frank Cullen: Mr. Frank Cullen, a sales repre- 
sentative of Nutrine Candy Co., died recently. Mr. 
Cullen represented the firm in lowa, Nebraska, and 
Western Missouri prior to his death, and had been 
associated with Nutrine for more than 15 vears. 


@ Chemische Fabriek “Naarden” Ltd.: Radio- 
Nederland broadcast recently five shortwave pro- 
grams devoted to N. V. Chemische Fabriek “ Naar- 
den,” and directed to all parts of the world. These 
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transmissions, three in English and two in Spanish, 
consisted of news, commentary, music, and a visit 
to the Chemical Works “Naarden”. 


@ Kimbell Candy Co.: “Smacks,” the Kimbell 
Candy Co.’s soft ball team, recently won the West- 
ern Regional Amateur championship, the St. Louis 
city championship, and the St. Louis park district 
championship. The “Smacks,” named for the Kim- 
bell candy bar, has been invited to play in the 
\merican’ soft ball finals in Little Rock, Ark. 


@ Beech-Nut Packing Co.: Net profit for the nine 
months ended September 30, 1949, for Beech-Nut 
Packing Co., and subsidiary, was $2,923,633 or $1.91 
a share, against $3,989,186 or $2.61 a share in the 
first nine months of 1948. 


@ Nicholas P. Bohnen: Minneapolis broker, 
Nicholas P. Bohnen, 71, died recently. Mr. Bohnen 
founded the United Brokerage Co. in 1937 and was 
active in its operation until his death. Survivors 
include his wife, Susan, and two brothers, Carl, 
and Aloys. 


@ National Automatic Merchandising Ass’n: Candy 
manufacturers that were among the suppliers and 
manufacturers scheduled to have “open house” at 
the recent NAMA convention held in Atlantic 
City, include: Blumenthal Brothers, Candy Pack, 
Inc., Chase Candy Company, D. L. Clark Co., Holly- 
wood Candy Co., Huyler’s & Subsidiaries, Lamont, 
Corliss & Co., H. B. Reese Candy Co., Inc., and 
Topps Chewing Gum, Inc. 


@ English Candy Ration Boost Seen: Candy re- 
tailers in England expect the present one-pound-a- 
month ration to be increased by at least an ounce. 
British confectioners indicate stocks have been 
growing ever since rationing was reimposed. 


@ Phillips Sweets: A new novelty package of choc- 
olate-covered cordial cherries, “The Champagne 
of Cherries,” is being introduced by Phillips’ 
Sweets, of 28 Hale street, Boston. The container 





THE KELLING NUT CO., was judged as having the best annual 

report in the confections industry. according to the final ratings of 

an independent board of judges for Financial World Annual 
Survey. W. F. Halleman, Jr., accepted the award. 
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TEMPERATURE CONTROL 


Here is fondant with the old touch of the master candy- 
maker . . . but produced by modern, continuous me sthods. 
Pic nary is the cooling roll at the Globe Products Com- 
pany in New York City. Beneath it you can see old fash- 
toned fondant coming out of the beater. 

Both the Hohberger unit and the kettles are precisely 
controlled by Brown ElectroniK Tempe rature Control- 
lers. Processing troubles are minimized, production is 
smooth and profitable, candymakers have more time 
for supervisory duties. 

Write, today, for Data Sheet #3.3-1 for detailed informa- 
tion about the use of the ElectroniK Controller in candy- 
making processes. 


MINNEAPOLIS-HONEYWELL REGULATOR CO. 
BROWN INSTRUMENTS DIVISION 
4495 Wayne Ave., Philadelphia 44, Pa. 
Offices in principal cities of the United States, Canada and throughout the world 


Honevwell 











HOOTON CHOCOLATE CO. 


+ 


NEW JERSEY 








Starch Trays 


@ At their best! 
@ At lowest prices! 
Masonite and Solid Wood Tongue¢ 
and Grooved Glued Bottoms ™ 
Nailed—Cement Coated Drive KS 
Screws—Lock Corner and Water- 
proof Glued Hard and Soft Woods . 
also: Dipping Boards—Starch Tray Dollies 
Pan Room Trays—Wire Bottom Trays 

Mould Boards 
And All Other Affiliated Wood Products 


Ask for FREE Sample—and quotation 


BAY WOOD MANUFACTURING CO. 


11-13 Sterling PI. Brooklyn 17, N.Y. NE 8-9832 











is shaped like a champagne bottle, the base of card- 
board and the top section plaster of paris. The 
package is closely fitted with a green foil, topped 
with gold foil at neck and head of bottle. Beverage 
type labels of gold foil help to make the package 
look more like a bottle of champagne. An over-all 
cellophane wrapper is used. Contents is 11 ounces. 


@ Spangler Candy Co.: Two new packages of Va- 
nilla Cream Clusters are now available from Spang- 
ler Candy Co., in Bryan, Ohio. One is a long, 
narrow, open-faced, cellophane covered boat con- 
taining 8 ounces of Vanilla Cream Clusters. The 
Vanilla Cream Cluster is also available in a 12- 
ounce boat. 


®@ American Chicle Co.: Net profits of $3,252,530, or 
$2.51 a share, compared with $3,649,376 or $2.81 
a share, last year, were reported by American 


Chicle Co. for the first nine months of 1949. 


@ Frank G. Shattuck Co.: Net profit totaling $365,- 
164, for nine months ended September 30, are re- 
ported by Frank G. Shattuck Co. This amounts to 
33 cents a share as compared to $341,122 or 30 cents 
a share for the like period of 1948. 


® Council on Candy of NCA: Nutritional facts 
about candy are being made available to students 
in grade and high schools, through utilization of 
new and colorful educational material available 
upon request by teachers during the 1949-50 school 
year to the Council of Candy of the National Con- 
fectioners Ass'n. 

Candy manufacturers in the Milwaukee area had 
the opportunity to hear authorities on sanitation 
at a recent NCA-sponsored sanitation conference 
at the Milwaukee Athletic Club. Howard B. Stark, 
Howard B. Stark Co., was chairman of the con- 
ference. Scheduled to appear on the program were, 
W. K. Hayes, U. S. Food and Drug Inspector, Dr. 
Philip Kramer, food inspector, Wisconsin State De- 
partment of Agriculture and Markets; Dr. S. C. 
Mount, director of Milwaukee’s Bureau on Environ- 
mental Sanitation; Gerald S. Doolin, NCA sanita- 
tion director. 


® Leaf Brands Inc.: A new footed tumbler is being 
given away free with every box of 160 count Pal 
Color Bubble Gum in an offer by the Leaf Gum 
Co., a division of Leaf Brands Inc., of Chicago. 


@ Life Savers Corp.: Net profit of $1,674,298, or 
$2.39 a share, is reported by Life Savers Corp. for 
the nine months ended September 30, 1949. This 








IF THE TRUTH WERE KNOWN... 


. +. many leading candy brands owe much of eee 
their popularity to American Food's flavor-skill 


Contre. x 


merican 





AMERICAN FOOD LABORATORIES, INC, 860 ATLANTIC AVE., BROOKLYN 17, WV. Y. 
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compares with $1,957,465, or $2.79 a share for the 
like period of 1948. Net sales for the first nine 
months of 1949 were $10,705,508, an increase of 10 
per cent over the comparable period a year ago. 


@ Blum’s of California: By the first of the year, 
Blum’s of California expects to have two new re- 
tail outlets in operation, one in the Fairmont Hotel, 
San Francisco, the other a candy department in the 
Joseph Magnin department store, San Mateo, about 
15 miles south of San Francisco. 


@ Roger’s Candy Co.: Roger’s Candy Company, 
Seattle, is packing its Ducklings, a caramel and 
pecan piece with light chocolate coating, in glassine 
bags, selling at 10 cents, retail. Weight is % ounce. 


@ Geo. Haas & Sons: After specializing in box 
chocolates, Geo. Haas & Sons, Emeryville, Calif., 
has entered the bar goods field with NU-CHU, a 
chewy nougat piece, retailing at five cents. Thomas 
J. Sheridan Co., San Francisco candy brokerage 
firm, is distributor for the bar in North California. 
Nathan Fox recently became general manager of 
the Haas plant. 


® Golden Nugget Sweets: A new 5-cent bar, Look, 
is in production by Golden Nugget Sweets, San 
Francisco. It is a chewy nougat piece with nuts 
and a dark chocolate coating, weighing 114 ounces. 


@ Kessler Bros.: Offices of Kessler Bros., San 
Francisco candy brokers, are temporarily located at 
119 New Montgomery street, reports Sidney 
Kessler, head of the concern. Around the first of the 





year they expect to move to permanent offices at 
2160 Van Ness Ave., which offices are now being 
remodeled. 


@ American Licorice Co.: Production has recently 
begun in the new addition to the American Licorice 
plant in San Francisco. This new addition adjoins 
the original factory at 55 Federal St. The addition 
was designed to meet the particular requirements 
of licorice making, states C. L. Kretchmer, man- 
ager. Cooking, cooling, temperature control are 
automatic; the same is largely true of handling and 
loading operations. 


@ Sierra Candy Co.: During Sierra Candy Co.’s 
chocolate week, held in mid-October as part of its 
fall sales drive, the 670 California, Oregon, and 
Washington retail stores who participated in the 
week and its promotion disposed of 100,000 pounds 
of chocolates, reports Theodore White, vice-presi- 
dent and general manager of the San Francisco 
concern. 


@ McClure Candy Co.: Wm. Boedecker, Los 
Angeles broker, was recently named by McClure 
Candy Co. of Chicago as Pacific Coast distributor 
for it’s Cap’n Kidd Treasure Pops, a novelty pack- 
age item retailing from 25 to 29 cents for 15 pieces. 


@ National Peanut Council: National Peanut 
Week, which will be observed February 5 to 11, 
1950, inclusive, is announced in Washington by the 
National Peanut Council, sponsors of the event. 

















Inside view 50” Snow Flake Cream Beater, with baffles, open top and water jacket. 


The Snow Flake Cream Beater is a 


The Beaters running between diagonal baffle 
plates assimilate all ingredients, aerating and 
whitening the Fondant. 

Years of experience have proved and verified 
our claim that the Snow Flake Cream Beater is 
engineered to handle fondant with corn syrup 
better and faster, with the desired result at its 
maximum. 

Make your next installation a Peerless Syrup 
Cooler and Snow Flake Cream Beater. 


“When your for- 
mula’ includes 
corn syrup! 


For smeeth, white 
fondant that is uni- 
formly tender 


MUST 








To Prospective Purchasers of USED WERNER 
EQUIPMENT. 


When considering the purchase of used equipment it is 
advisable to determine the exact age of such equipment. 
It is suggested that you obtain the serial number of 
any of our equipment under consideration and write to 
us, the original manufacturers, requesting information 
as to its age and the availability of parts for repairs. 
We, as manufacturers of this equipment, will be glad to 
co-operate by supplying this information. 








JOHN WERNER & SONS, INC. 


713-729 Lake Avenue 


Rochester 13, N. Y. 
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REAL SERVICE 
FOR YOU 


Ask a manufacturer what he is most 
concerned about today once he installs new 
equipment and invariably he will say, CON- 
TINUED AND UNINTERRUPTED PRODUCTION. 
Realizing this demand, we have set up a 
nationwide system of parts and service 
distribution. Field men are available through- 
out thecountry to insure continued production 
while sales engineers offer friendly help in 
modernizing or rebuilding suggestions. 

Service is the keyword at Greer. Drawing 
on twenty-eight years of manufacturing 
apamnete in the confectionery machinery 
field, our Engineering Department can recom- 
mend the most practical and efficient arrange- 
mentof production equipment toa prospective 
buyer. In recognition of inevitable equipment 
wear, our Parts Department maintains a 
complete inventory of machine parts, accu- 
rately catalogued for old as well as latest type 
machines. owes processing of orders 
insures minimum delay in receiving new parts. 

Greer sales service is wide in scope. Our 
sales engineers are in a position to advise and 
assistin complete plant layouts from warehouse 
to production floor equipment. If it’s service 

-it’'s at Greer. J. W. Greer Company, 130 
Windsor St., Cambridge 39, Mass. 
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@ The Glidden Co.: Appointment of John H 
Weeks to the newly-created position of director of 
personnel relations of the Glidden Co. is announced 
by Dwight P. Joyce, president. 





FILTROL CORP.'S international distributing organization gathered 

in Los Angeles recently (above) to give the foreign agents an 

opportunity to see at first hand Filtrol’s new Vernon Plant. The 

five-day session was headed by Wright W. Gary, president, and 
Stanard R. Funsten, sales manager. 


® Dow Chemical Co.: Arthur Smith, Jr., was ap- 
pointed director of public relations. L. H. Wood- 
man, former director of editorial service will super- 
vise institutional publications and releases. Eugene 
E. Perrin will be in charge of product promotion. 


@ Corn Products Refining Co.: Net earnings for 
nine months ended Sept. 30 totaled $10,407,383, or 
$3.61 a common share, compared to $7,356,239, or 
$2.40 a share, for the same period of 1948, were 
reported by Corn Products Refining Co. and sub- 
sidiaries. 


@ Durkee Famous Foods: A $26,000 naming con- 
test to introduce new Durkee’s margarine is an- 
nounced by Durkee Famous Foods. This new 
Durkee product, is said to be the first graded mar- 
garine ever offered for sale anywhere. 


@ Fritzsche Brothers, Inc.: The State Insurance 
Fund of New York placque, has once again been 
awarded Fritzsche Brothers, Inc., for its continuing 
record of no-employee-time-lost due to accidents. 
Dr. Ernest Guenther, vice-president and techni- 
cal director of Fritzsche Brothers, Inc., recently gave 
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the first of three lectures to be given in the Boston 
area. This was on “The Production of Essential 
Oils in Africa.” The second lecture was scheduled 
for November 21 and features “Essential Oil Pro- 
duction in the Far East.” The third subject, “Essen- 
tial Oil Production in the Western Hemisphere,” 
will be covered some time early in the new year. 

The remodeling and redecorating job has been 
completed at the Fritzsche Building, 118 West 
Ohio st., Chicago, it is announced by M. J. Niles, 
manager of the Chicago branch. 


@ Oscar Boldemann, Sr.: Oscar Boldemann, Sr., 
president of Boldemann Chocolate Co., San Fran- 
cisco, died recently at the age of 79. Mr. Boldemann 
is survived by his widow Flora, two sons, Oscar, 
Jr.. who has been active manager of the business 
for several years past, and Gerald, a daughter, Mrs. 
Flora B. Martin; a brother Emil, and a sister Alice. 


® National Syrup Products Co.: Herman Lebeson, 


president, National Syrup Products Co., Chicago 
food manufacturers, announced recently the pur- 


chase of the Lady Corinne label rights, good will, 
and raw material inventories of Martin Food Pro- 
ducts, Inc., Chicago, producers of jams, jellies and 
preserves. 


@ Syntomatic Corporation: Dr. Victor G. Four- 


man, president of Syntomatic Corp., New York 
City, announces the appointment of Mr. H. O. 


Breuer as their representative for Mexico and 
Central America. He will make his headquarters 

















And A Gappy New Year! 


In the year to come Penford Corn Syrup, 
Douglas Moulding Starch and Confec- 
tioners "C” Starch will continue to play 
a vital part in candy making. 

The Penick & Ford New Year pledge is 
continued research progress and good 
cheerful service to confectioners. 


We wish to take this opportunity of 
wishing all our customers continued 
success in the year 1949. 
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At Your Finger Tips 


1—Chemical Formulary, Volume VII! 

Edited by H. Bennett, F.A.L.C. .............. $7.00 
2—The Trade-Mark Act of 1946 

ey en TB io dian s dds oo cceaes $5.00 
3—Confectionery Analysis and Composition 


By Dr. Stroud Jordan and Dr. K. E. Langwill . .$3.50 
4—Glycerine 

By Georgia Leffingwell, Ph.D. and Milton A. 

OO, 0 BES See ae $5.00 
5—Candy Production: Methods and Formulas 

BO Er rere $10.00 
6—Soybean Chemistry and Technology 

By Klare S. Markley and Warren H. Goss ....$3.50 
7—Spice Handbook, The 

Wwe San dissdiadateackescacsed $6.50 





TECHNICAL INFORMATION 


A good candy library will effectively answer ever-occuring technical questions with instant, 
satisfaction. Let the experts work for you. Turn their knowledge into greater profits for your firm. The 
books listed here are carefully selected to help make your candy library an authoritative, finger-tip source 
of profit-making, time-saving technical information. For your convenience, you may order any book , 

ber—just mention the issue in which this list appears. 


THE MANUFACTURING CONFECTIONER 


For Every Candy Library 


complete 


y num- 


8—introduction to Emulsions 
By George M. Sutheim 


9—Chemical Compesition of Foods, The 
By R. A. McCance and E. M. Widdowson ..... .$3.75 


10—Food Products 


Br ee I 5 oon swinnc oswav teenie ucts $12.00 
11—Chemical and Technical Dictionary 
NE A We TE cece ccccceneastasee<ce $10.00 


12—Air Conditioning 
By Herbert and Harold Herkimer ............ $12.00 


13—Food Regulation and Compliance 


Pe ee De EOD, ok. Ch nae dunanaweneses $10.00 
14—Practical Emulsions 
ee rors odo ocanedasedweseeas $8.50 


9 South Clinton St. 
Chicago 6, Illinois 





for December, 1949 





page 53 

















ts 


} 
betel 
The Fondant Machine 
That Makes Finer, Smoother Fondant 
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Write For 





Full information 


CONFECTION MACHINE SALES CO. 


37 West Van Buren S?. Chicago, Ill. 











The Modern Method of Casting Candy! 


Voorhees Molds simplify operations, save 
time and stop waste. 





Made of the purest live rub- 


ber these molds are odorless 
and insure freedom from 
dust. They control moisture, 


and yield a better finished 
product. 


Voorhees Molds are manu- 
factured in all standard pat- 
terns or your own patterns 
and brand markings will be 
made to your order. 


Ask Your Jobber or Write 
for Catalog "M2" 


VOORHEES 


RUBBER MFG. CO., Inc. 
151 East 50th St. 
New York 22, N. Y. 
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at Fernando De Croix No. 150, Lomas De Chap- 
ultepeo, Mexico, D. F. 


@ George Lueders & Co.: A joint celebration in 
honor of their sixth and seventh jubilarians, was 
held recently by George Lueders & Co. Harry W. 
Heister, director of the company and salesman, 
was with the firm 50 years in October, and August 
Miller, receiving clerk, will finish his 50th year in 
January. A dinner dance held at the Hotel Astor, 
marked the occasion. 


@ Ass’n of Cocoa and Chocolate Mfrs.: At a special 
meeting held recently, a redraft of trade practice 
rules for discussion with the Federal Trade Com- 
mission, was approved. It was pointed out that the 
rules apply, only to the cocoa and _ chocolate 
industry. 


@ Ever Ready Label Corp.: The system of han- 
dling incoming inquiries and response, stimulated by 
newspaper, tradepaper and directory advertising 
placed by Ever Ready Label Corp., New York and 
Belleville, N. J. was top winner in the Printed 
Specialties Div., at the Direct Mail Advertisers 
Ass’n recent convention at Chicago. The winning 
entry now goes on tour to various cities throughout 
the nation, where it will be studied by members of 
advertising and business clubs. The Ever Ready 
entry was a portfolio exhibit of form letters and 
mailing pieces, comprising one phase of the direct- 
mail system of this firm. 


@ E. I. du Pont de Nemours & Co., Inc.: The du 
Pont firm announces it has licensed Olin Industries, 
Inc., to manufacture cellophane. The announcement 
was the outcome of more than a year of effort by 
du Pont to find a company willing and able to invest 
the large amount of capital—estimated at a mini- 
mum of $20,000,000—necessary to enter the field on 
an economically efficient basis. 


@ Keonawa Peanut Co.: Roy Greer, vice-president 
of the Keonawa Peanut Co., has resigned and sold 
his interest in the business. 


@ Flavoring Extract Manufacturers’ Ass’n: At a 
meeting held recently at the Roosevelt Hotel, 
New York, the Flavoring Extract Manufacturers’ 
Ass'n planned the schedule for their coming 4lst 
annual convention. The convention is to be held 
May 7 to 10, 1950 at the Traymore Hotel, Atlantic 
City, N. J. 


CHOCOLATE 


A distinctively ¢, 
delicious coating — » 
combining the rich X 
taste of a choice blend 
of cocoa beans with 
the flavor and aroma 
of freshly brewed coffee. 






Lamont, Corliss & Co. 
60 Hudson St., N. Y. 13, N. Y. 
Branches in Principal Cities 


NESTLE’S e¢ PETER’S ¢ RUNKEL’S 


Famous for Flavor From Coast to Coast! 
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Dec. 8-10—Western Confeciionery Salesmen’s Ass'n. Convention, Con- 
gress Hotel, Chicago. 


Dec. 15-16—American Management Ass'n Insurance Conference, Drake 
Hotel, Chicago. 


Jan. 16-19—Plant Maintenance Show, Auditorium, Cleveland, Ohio. 


Jan. 18-20—American Management Ass'n General Management Con- 
ference, St. Francis Hotel, San Francisco. 


Jan. 22-27—National Food Brokers Ass’n 45th Annual Convention, 
Atlantic City. 


Jan. 30-Feb. 2—National Ass’n of Variety Stores, Inc., 10th Variety 
Store Merchandise Fair, La Salle Hotel, Chicago. 


Feb. 13-15—American Management Ass'n Personnel Conference, Palmer 
House, Chicago. 


Mar. 9-15—National Ass’n of Variety Stores, Inc., 11th Variety Store 
Merchandise Fair, Hotel New Yorker, New York. 


Mar. 15-17—-American Management Ass'n Marketing Conference, Hotel 
Statler, New York. 


Mar. 28-31—National Plastics Exposition, Navy Pier, Chicago. 


Apr. 3-5—American Management Ass'n Production Conference, Hotel 
Statler, New York. 


Apr. 24-26—American Management Ass'n Packaging Conference, Navy 
Pier, Chicago. 


Apr. 27-28—Pennsylvania Manufacturing Confectioners’ Ass'n 4th An- 
ual Production Conference, Lehigh University, Bethlehem, Penna. 


May 7-10—-Flavoring Extract Manufacturers Ass’n of the U.S. 4ist 
Annual Convention, Hotel Traymore, Atlantic City. 


May 21-25—Institute of Food Technologists Decennial Conference, 
Edgewater Beach Hotel, Chicago. 


May 22-24—-American Management Ass'n Insurance Conference, Hotel 
Statler, New York. 


May 31-June 3—National Candy Wholesalers’ Ass’n 5th Annual Con- 
vention and Exposition, Commodore Hotel, New York (tentative). 


June 1-2—-American Management Ass’n General Management Con- 
ference, Waldorf-Astoria, New York. 


June 4-9—National Confectioners Ass’n., 67th Annual Convention and 
24th Confectionery Industries Exposition, Waldorf-Astoria and 
Grand Central Palace, New York. 


@ H. Bercovich Cigar Co.: To develop military, 
industrial, institutional, department, and variety 
store outlets as buyers of candy as well as cigars 
and tobacco, H. Bercovich Cigar Co., Clay and 
10th streets, Oakland, Calif., set up a special de- 
partment in charge of M. R. MacBurnie. Progress 
in the two years it has been established has exceeded 
expectations, reports Nathan Mendelsohn, sales 
manager. 





For Sale 
Friend, New Englander power Hand 
Roll Machine 


500 wood trays and four additional 
dies and frames 


This equipment was purchased new 
and has never been used. 


WAYNE CANDIES, INC. 


Fort Wayne 1! Indiana 









EASY way 

to remove 

BURNED-ON 

Caramel 
Deposits 


Cee 
confectioners 
are getting fast re- 
sults cleaning mix- 
ing and cooking 
kettles with this 
easy 2-step Oakite treatment. First, a thorough 
removal af veda with an alkaline-type Oakite 
cleaner. Then, a brightening of equipment with 
Oakite Compound No. 84-M—the mildly acidic 
stain remover. 





For full, free details on this low-cost, time-sav- 
ing procedure for removing tough carbonized 
caramel deposits and stains, drop a note to 
Oakite Products, Inc.. 36C Thames St., New 
York 6, N. Y. No obligation. 


OAKITE 


66 v.& Pat. Orr. 





Technical Service Representatives Located in 
Principal Cities of United States and Canada 





“Economy 90° Belturn” 





We design, fabricate, and erect equipment 
for Candy and Biscuit Plants. 

@ ECONOMY BELTURNS for continuous conveying around a4 turn 
without bunching or crowding. Belt widths 10" to 48". 

@ ECONOMY “LUSTR-KOOLD" Chocolate Cooling Tunnels and 
Conveyors 

@ ECONOMY Skinning and Sandwich Cooling Tunnels and Conveyors 
for marshmallows and sandwich goods in Biscuit Plants. 

@ ECONOMY Air Conditioners or Room Coolers. 

@ MISCELLANEOUS ITEMS—Packing Tables, Complete Conveying 
systems, Stainless Trucks, Pans and Racks. 


ECONOMY EQUIPMENT (O., INC. 


Office & Plant 4800 South Hoyne Avenue, Chicage 9%, Illinels 


John Sheffman, Representative 
152 West 42nd Street, New York 18, N Y. 
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Wrapping OpD-SHAPED pieces 


NO PROBLEM WHEN YOU HAVE A DF-1 


Extreme versatility in a wrapping machine is a real asset to an 
enterprising candy maker . . . Enables him to add permanent 
items to his line, or to turn out seasonal novelties without making 
additional expenditures for wrapping equipment. 

Take our popular Model DF-1, for example. This widely used 
machine wraps smooth-surfaced or irregular-shaped pieces in a 
wide variety of sizes. Whether the outline of the pieces is even or 
irregular, the DF-1 fashions a neat, box-like wrap. Moreover, its 
wrapping speed of up to 140 bars per minute, and its roll-type 
card feed keep costs at a minimum. 

The roll-type feed scores cardboard in economical roll form 
and cuts it to size. The scoring makes 12-pt or 14-pt board as 
rigid as 22-pt unscored cards. The saving made on material often 
runs to four figures annually on a single machine. 

Get complete facts on the fast, flexible, Model DF-1 from our 
nearest office. 


Write for Literature. 


PACKAGE 


MACHINERY COMPANY —ereees 
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BOSTON CLEVELAND ATLANTA DALLAS 
DENVER LOS ANGELES SAN FRANCISCO. SEATTLE TORONTO MEXICO, D. F. j 








SPRINGFIELD , MASSACHUSETTS 
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SUPPLIES 


THIS SECTION APPEARS MONTHLY IN 


New Packages 


Stress 
ve - Appeal 


EYNOTED BY A harder-to-share consumer's dollar, 

sales-hectic 1949 found the confectionery industry 
giving increasing attention to candy packaging in the 
competition for product-attention and the stimulation 
of sales through creation of impulse buying. Enhanced 
eye appeal, new shapes, and greater retention value, all 
were especially evident in candy packages introduced 
during the final quarter and foreshadowed even greater 
packaging emphasis in 1950. 

Celebrating “89 years of quality candy making,” Loft 
Candy Corp. introduced an “Anniversary Gift Box” con- 
taining 25 varieties and 70 pieces. The 2-pound package 
is about 103% inches by 11 inches by 1% inches. The 
attractive top is covered with gold printed cream paper, 
and the name of the firm, its anniversary, and a printed 
label serve as the design motif. The eye-appealing packag- 
ing effectively tells the anniversary story of the firm, and 
the careful arrangement of the tasty assortment invitingly 
enhance the appearance of the contents. 

“A book shelf of good eating” is the description for 


“ESQUIRE CREAM BAR.” illustrated at 

right, is now being distributed in a 

new package and carton. The carton is 

die-cut, and the bar wraps are printed 
cellophane. 
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aged in a gold on 
brown wrapper for 
its introduction to 
the consumer mar- 
ket. Item is a choco- 
late-covered, cara- 
mel bar. 


A NEW WRAP of 
colored foil has 
proven successful in 
boosting Sophie 
Mae sales. In addi- 
tion to eye-appeal, 
wrap acts as a pro- 
tective cover to keep 
the candy fresh and 
brittle. The wrap is 
heat sealed making 
it air tight. 


THE NOVELTY 
package shown at 
right, lends itself to 
shelf display at 
point of sale. Carton 
overwrap is litho. 
graphed in full 
color. The story 
book box is also 
double wrapped in 
cellophane to pre- 
serve freshness. 





MERCHANDISING 
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Bishop & Company's new “Famous Story Book Candy 
Mix” package. In full color, the Los Angeles firm’s new 
package lends itself readily to shelf display at point of 
sale. In addition to the lithographed carton overwrap, 
the story book box is double wrapped in cellophane to 
preserve product freshness. 

Boosting candy sales of Sophie Mae Corp., of Irving- 
ton, N. J., is the new colored foil wrapped package illus- 
trated in this article. Produced on a rotogravure press in 
five colors by Milprint, Inc., of Milwaukee, the shimmer- 
ing foil enhances eye appeal of the package and also 
acts as a protective cover to keep the candy fresh and 
brittle for lengthy periods. Additional insurance for prod- 
uct freshness is provided by a heat sealing process which 
makes the wrap air tight. 

Candyland, Inc., is using the brilliant new package 
and carton shown in the illustration to boost Midwest 
distribution of its “Esquire Cream Bar.” Carton is 
diecut and bar wraps are printed cellophane. 

Kimbell Candy Company’s “Old Fashioned Coconut 
Bar” was recently introduced to the firm’s jobbers and 
retailers. The new chocolate-covered, caramel-like coco- 
nut bar is strikingly packaged in a gold on brown 
wrapper. Latest addition to the firm’s line of confections, 
it is packed 24 to the box and 100 to the box for vending 
purposes. 

Specifically designed to harmonize with the nine dif- 
ferent varieties of “Yum Yum Pop,” a new cellophane 
bag printed in three colors is being introduced by Ting- 
A-Ling Candy Company. ‘the package is crimp sealed on 
a Pack-Rite machine and is distributed to jobbers and 
other retail outlets. 

An “unusual showcase for 13 pounds of hard candy,” 
the novel glass barrel pictured on this page is being in- 
troduced by McAfee Candy Company, Inc., of Macon, 
Ga. The 214-gallon barrel contains an estimated 1,000 
pieces of colorful hard candy “Twins”, with each piece 














THE SIX CANDY items 
(left) are packaged in 
new heavy weight cel- 
lophane bags. Attrac- 
tively printed in four 
colors the package fea- 
tures the Edgar P. 
Lewis and Sons, Inc., 
trade mark insignia. 














NOVEL GLASS BAR- 
REL pictured at right is 
being introduced by 
McAfee Candy Com- 
pany. Inc., of Macon, 
Ga., the 2% gallon 
barrel contains about 
1,000 pieces of colorful 
hard candy. 





with the nine different 
varities of “Yum Yum 
Pop.” is being intro- 
duced by Ting-A-Ling 
Candy Company. 
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LOFT’S “ANNIVERSARY GIFT BOX” shown above effec- 
tively tells the anniversary story of the firm. The attractive 
top is covered with gold printed cream paper. the name of 
the firm, its anniversary, and a printed label serve as the 
design motif. Note the careful arrangement of the assortment. 


wrapped in glistening cellophane. Bidding for the ju- 
venile market, the hard candy “Twins” sell two for a 
penny and are available in red, green, yellow, orange, 
and blue. To provide easy removal of contents by retailer, 
the barrel has a wide mouth. Cap is of metal. Distribution 
includes entire Southeast. 

Featuring the Lewis trade mark insignia, new heavy 
weight cellophane bags for six candy items are being 
distributed by Edgar P. Lewis and Sons, Inc., Malden, 
Mass. Attractively printed in four colors, the new pack- 
ages are designed for distribution through jobber and 
retail outlets. On packages supplied to self-service units, 
a space is provided for price markings. 

Miss Saylor’s Chocolates, Inc., of Alameda, Calif., is 
utilizing two new boxes to aid in introduction of the 
firm’s new “All Cream” and “Chocolates and Pastelles” 
assortments. Box cover for the “AH Cream” assortment 
features a plaid design and offers buyers a choice be- 
tween red and blue stripes on a light tan background or 
red and green stripes on a white background. The 
“Chocolates and Pastelles” box cover features a gold and 
light pink background with wavy bands of gold running 
from top to bottom. 

Stressing the ultimate in freshness and flavor, Norris 
Candy Co., of Atlanta, has “teamed” its cellophane 
wrapped candies with a refrigerated candy merchandis- 
ing case. Holding 250 pounds of candy in the visual dis- 
play space and in the storage cabinet below, the case 
enables customers to serve themselves easily from the 
glittering packages, and also provides convenient han- 
dling of the candy at the outlet. Inner wraps of cellophane 
imprinted to harmonize with the package and the con- 
tents, boxes with die-cut cellophane windows, and cello- 
phane wrappers for lollipops in various colors to des- 
ignate various flavors are also featured in the line. 
The firm also uses a motion picture to sell candy at the 
retail level. This stresses: (1) showing the package so 
that the customer can see the beauty of the product, (2) 
suggesting specific packages for purchase after learning 
from the customer the purpose of the purchase, (3) 
permitting the customer to hold the package as this builds 
up a desire for ownership and aids in making the sale. 
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Don’t wait until you’re doing a volume business to give 
serious thought to fast, automatic packaging. Let Lynch 
WRAP-O-MATICS give you a big assist in helping to 
build your business RIGHT NOW by keeping packaging 
costs down to a minimum and keeping your prices com- 

titive. Lynch WRAP-O-MATICS are designed to 

andle not only the conventionally shaped candy bars, 
cookies, small cakes and crackers but irregular and fragile 
shaped forms as well. Model RA can be equipped with an 
automatic card or boat former and feeder to handle pri- 
marily fragile or irregular shapes like those illustrated. 
Write today for more details on how Lynch WRAP-O- 
MATICS can help build your business to bigger volume. 
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Our Best Wishes 
for the 


Holiday Season 
and the 


New Year 
Ahead 





19-21 HEYWARD ST. 
BROOKLYN 11, N.Y. 
Telephone: TRiangle 5-4033 
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Sugar: Its Production, Technology, and Uses 


Dr. Andrew Van Hook, 155 pages, 24 illustrations, 
14 tables, 1949, $3. 
Intended for “everyone interested in sugar and the 


sugar industry,” this book is planned to “meet the 
needs of those who are inquisitive about the subject by 
bringing together in readable and understandable form 
the essential facts about the growing, processing, and 
refining of sugar, the scientific basis of its technology, 
and its many and diverse uses—both present and po- 
tential.” 

The author, who is professor of chemistry at the Col- 
lege of the Holy Cross, has written a highly readable 
and informative work. Topics covered in Dr. Van Hook’s 
book include: the chemistry of sugar, various stages in 
the production and refining of cane and beet sugar, 
commercial and trade aspects of the industry, byproducts 
of sugar, and the history of sugar. Special emphasis is 
also given the economics of sugar and the world sugar 
situation. Exceptionally fine photos illustrate various 
growing and production techniques. 

With food uses accounting almost entirely for all the 
sugar consumed each year, the tremendous possibilities 
of sugar as a raw material for chemicals and other 
applications are informatively discussed. Dr. Van Hook 
reveals industrial food processing (including restaurant 
use) accounts for 46 per cent of sugar consumption, 
household use for 22 per cent, home canning for 14 per 
cent, and institutional use for 8 per cent. Less than 10 
per cent of current consumption is utilized for strictly 
industrial purposes other than in food products. Aunual 
per capita consumption in the U.S. of sugar as a food 
amounts to about 90 pounds and, with non-food uses, 
about 100 pounds. World average is about 30 pounds 
yearly. With more than 10,000 sugar derivatives already 
catalogued, Dr. Van Hook foresees “an extremely promis- 
ing future for greater production of this basic com- 
modity.” 

As the publishers of his book state, “Dr. Van Hook 
has examined the entire field of sugar to present a 
reasonably well-rounded picture, broad in scope and 
accurate in detail——an illuminating source of informa- 
tion for people both inside and outside the industry.” 


Modern Packaging Encyclopedia—1950 


Christopher W. Browne, Editor-in-Chief, 932 pages, 
illustrated, 1949, $5 in U. S., $6 in Canada, $7 in other 
countries. 

Continuing an unbroken annual sequence begun in 
1929, the 1950 edition of this “Packaging Encyclopedia” 
represents a comprehensive guide to scientific package 
planning and production, distribution, and selling costs. 
Basic information “searchingly examined” and brought 
up to date, as well as news and illustrations of “worthy in- 
novations,” tips on developing packages, legal require- 
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Printed Cellophane, Pliofilm, Acetate, Glassine, Plastic Films, Foils, 
Folding Cartons, Lithographed Displays, Printed Promotional Material. 


GENERAL OFFICES, MILWAUKEE, WIS. * SALES OFFICES IN ALL PRINCIPAL CITIES 
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Lithographed Box Wraps 


Good candy has to get more than a glance to get the money. It must 
have a colorful, compelling package that tugs at the customer’s purse. 
That’s the kind of package you can get at Milprint. 


For fifty years our artists have designed many of the nation’s most successful 
candy packages. And at Milprint you get the widest choice of 
packaging materials and printing processes. 


No matter what you make — bars, pieces or box candy, let Milprint 
fashion the kind of sales-winning package that makes your candy get the 
choice. Call your local Milprint man or write today. 


prior inc. 


MATERIAL S Lithography and Printing 


“One Stop Does it,” 
says Candy Dandy 


You get everything — packaging 
materials; topnotch printed 
promotional material, lithographed 
displays, all at Milprint. 

Save time, money, effort. Use 
Milprint’s “follow through” service, 









ments of packaging, suggestions on using the package 
surface, suggestions on how to use package displays, 
suggestions on how to pack for shipping and on what 
package form to select, all are included in this well 
illustrated, authoritative volume. 

Although the entire “Encyclopedia” is sure to be of 
exceptional interest to all confectionery packaging execu- 
tives because of its wealth of data, confectioners will 
find especially helpful in the case histories of the Charms 
Co. and of Princess Pecans, Inc., as presented in the 
book’s “Packaging Achievements” section. These _his- 
tories actually describe packaging problems once facing 
the two companies and the solutions arrived at. 

The advantages and uses of set-up boxes for confection- | 
ery, as explained by Allen K. Schleicher in the section of | 








_ WRAPPING 


FAST-EFFICIENT-RELIABLE 


ANDY manufac- 

turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they provide the 
economies of fast 
handling along with 
dependable, wninter- 
rupted operation. In 
use the world over, 
IDEAL Machines are 
building a service record 
that stands unmatched and 
unchallenged! Our unquali- 
fied guarantee is your pro- 
tection. Two models evail- 
able: SENIOR MODEL 
wraps 160 pieces per min- 
ute; the new High Speed 
Special Model wraps 325 
te 425 pieces per minute. 
Investigation will prove 
these te i are A. pt a 
te your most exacting re- 
quirements. 















WRITE FOR COMPLETE 
SPECIFICATIONS AND PRICES 


IDEAL WRAPPING MACHINE CO. | 


MIDDLETOWN, N.Y. U. S. A. 








Subscribe Now To 
The 
MANUFACTURING 


CONFECTIONER 


$5 for 2 yrs.; $3 for 1 yr. in U.S. and Canada 
$7 for 2 yrs.; $4 for 1 yr. in other countries. 


Every Issue a "Sugar Bin" 
of Valuable Information 


9 S. Clinton St. Chicago, Ill. 
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“Package Forms,” will, likewise, be of especial value to 
confectionery executives. The loose-wrap box, the tight- 
wrap box, the wide scope of set-up box construction, 
and the versatility of set-up boxes through the wide 
variety of covering papers available are helpfully dis- 
cussed. 


Chocolates After World War II—1939-1945 
H. C. J. Wijnoogst, 172 pages, illustrated, 1949. $8. 


Printed in Amsterdam, this book is, in general, a 
study of European techniques in handling and processing 
of chocolate. Beginning with a discussion of diseases 
endangering cocoa growing. Mr. Wijnoogst discusses the 
harvesting, purchase, storage, cleaning, roasting, and 
drying of cocoa beans. Chapters are included on ma- 
chinery and process for milling, refining, mixing, knead- 
ing, conching. Hot rooms and hot cupboards, the use of 
lecithin, tempering and moulding, automatic cooling 
plants, chocolate coaters, and air conditioning are also 
discussed. Two chapters also present tips on the wrap- 
ping of chocolates and bon bons. 

A final section of the book is devoted to machinery 
for the manufacture of cocoa powder. Cocoa butter 
presses, filter paper in pressing cocoa butter, accumu- 
lators in pressing cocoa butter, advantages of oil ex- 
pellers, straining of cocoa butter, pulverizing of the 
cocoa cakes, sieving of the powder, and manufacture of 
Dutch cocoa powder are discussed. 


Character Candies 


(Continued from page 33) 








bottom of each box of candy. Listing several assortments 
of light and dark chocolates, cream and chewy centers, 
this card is a reminder to buy more of the same or to send 
candy to someone else. With places to indicate the assort- 
ment desired, space for indicating gift card inclosure, 
this double card makes it easy for the customer to reorder. 
The clearly listed prices make it possible for the customer 
to shop for candy in his price range, without leaving his 
own home. This post card system has been in use for 
some time and repeat sales have been heavy enough to 
warrant using these cards indefinitely. 

In packaging the Edy line, a standard box, covered 
in a soft, delicate beige color, has been used for many 
years. This box is utilized for regular assortments, as 
well as for special “family” assortments. Special boxes 
such as the “Gardenia Box,” however, with the gardenia in 
bas relief on the cover, and “Woodrose,” with the subtle 
tones of the delicate Hawaiian flower, are used for spe- 
cial gift wrapped candies. This same soft beige color is 
also used in the painting of the delivery trucks, and has 
become a “trademark” color with all of the Edy stores. 

All of the candies sold in the stores, may be obtained 
either in bulk or in boxes. Ice cream is sold both for 
“take home” as well as in the fountain lunch. Maintain- 
ing quality has always been the special aim of Mr. Edy 
and that he has succeeded well is evident in the continua- 
tion of good business when many of his competitors re- 
port decreases. Not one to boast, Mr. Edy smiled when 
asked about expansion plans in the near future. “I would 
like another store in the downtown San Francisco dis- 
trict, but until I find just exactly the site that suits my 
needs and purposes, I will be satisfied to keep my present 
five stores running smoothly, and keep my merchandise 
at top quality. But beyond that I have no plans.” 
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Candy Clinic 


(Continued from page 46) 





standing one of the year. This piece 
looked like a genuine orange; color 
and skin were perfect. The skin could 
be peeled off like a real orange. 





Assorted Coconut Bonbons 


ANALYSIS: Purchased at a Chicago rail- 
way station candy stand, 8 ounces for 29 
cents. Container is open face tray printed 
in dark green; name in green; cellulose 
wrapped. Wrapper is neat and attractive. 
Appearance of package is good. Colors, 
gloss, and coating are good. Color, texture, 
and taste of coconut center are good. 

REMARKS: The best coconut bonbons 
the Clinic has examined this year. Cheaply 
priced at 29 cents the half pound. Code 
8A49. 

REVIEW: Most coconut bon bons 
we examine are dry and tasteless. 
Some are actually like sawdust. These 
bon bons were good eating and the 
manufacturing was of the best. 


Assorted Home Made Candies 


ANALYsIs: Purchased in a Houston, Tex., 
manufacturing retailer candy shop, at 1 
pound for $1.25. Box is a one-layer type 
with light blue paper top and name in 
dark blue. Pink glazed paper wrapping is 
used. Appearance of package is good. 
Appearance on opening and assortment 
are good. Assorted coconut bonbons, va- 


nilla pecan roll slices, chocolate nut fudge, 
assorted nougatines are good. Flavor is 
too strong in maple pecan roll slices. 

REMARKS: One of the best home made 
packages the Clinic has examined this 
year. Well made and good eating. Code 
8D49. 

REVIEW: We examine many so 
called home made candies over the 
year, and we find that very few are 
up to standard. In putting out a home 
made assortment it is most important 
to wrap the real perishable pieces in 
M. S. T. cellulose or heavy wax paper 
to keep them fresh. These home made 
candies were of the best quality and 
were in fine condition when received. 


Sugar Wafers 


ANALYSIS: Purchased in St. Louis de- 
partment store, at 4% pound for 30 cents. 
Open cellulose face folding box is printed 
in green and white and is neat and attrac- 
tive. Appearance and size of package are 
good. Colors, casting, gloss, texture and 
flavors of wafers are all good. 

REMARKS: The best sugar wafers of 
this kind the Clinic has examined this 
year. Well made and good eating. Code 
8C49. 

REVIEW: Many sugar wafers are 
too hard. Some are off color and 
badly spotted. This type of confection 
needs a good strong flavor which 
many samples lacked. These wafers 
had very fine flavors and were in 


perfect condition when received. 
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KIWI 
CODE DATER 


Easily attaches to any conveyor. 
Operates in any position—top, side, 
or bottom. Any numeral or letter 
combination. Once a day service. An 
automatic marker and pricer at rea- 
sonable cost, that spots mark where 
you need it. Helps stock rotation at 
all points. For details, write: 


KIWI CODERS CORP. 


3804 N. Clark St., Chicago 13, Ill. 
Inks for Any Surface 
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Give your Candy or other 
Confection ‘Buy Appeal” 
with “Eye Appeal’’ 


ANDY packaging lends itself to the use of attractive, color- 
ful, reuseable lithographed cans more than any other 
commodity. Heekin artists, Heekin lithographers and Heekin 
color experts work closely with manufacturers who pack their 
products in Heekin Lithographed Cans. Perhaps we can be of 


service to you. 
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Candy Presstime News 





@ Trade Practice Rules Hearing: Stressing that the 
distribution pattern of the products of the confec- 
tionery industry is “extremely complex,” Harry R. 
Chapman, chairman of the board of the New Eng- 
land Confectionery Co., was spokesman on behalf 
of the National Confectioners’ Ass’n at a hearing 
November 17 in the Federal Trade Commission 
Building, Washington, D.C., for presentation of 
views and suggestions on proposed trade practice 
rules for the candy manufacturing industry. Repre- 
sentatives attending included both manufacturers 
and wholesale distributors. The original proposed 
rules were submitted by NCA President Philip P. 
Gott at a trade practice conference in Chicago’s 
Stevens Hotel following the close of the 66th an- 
nual NCA convention there in June (see THE MANu- 
FACTURING CONFECTIONER, for July, 1949, p. 20—ED). 
The proposed rules were released by the Federal Trade 
Commission on October 27 for consideration at this 
hearing before proceeding to final action. 


“Representatives of this industry believe in our 
competitive capitalistic system,” said Mr. Chap- 
man at the hearing. “We believe that such a 
compilation of the various anti-trust laws creates 
a clearer understanding of those laws and, there- 
fore, the establishment of fair competitive practices. 
In other words, it is hoped that the promulgation 
of these rules will serve as a guide which will be 
more easily and more clearly understood by candy 
manufacturers in formulating their own manage- 
ment policies.” 


Pointing out that the majority of the rules sub- 
mitted by the FTC “are the same” as those sub- 
mitted to the industry in June, Mr. Chapman 
submitted a memorandum at the hearing entitled 
“Differences Between the Preliminary Draft Sub- 
mitted on June 9, 1949, by the National Confec- 
tioners’ Ass’n and the Proposed Draft issued on 
October 27, 1949, by the Federal Trade Commis- 
sion.” “There are some minor changes and some 
which have greater significance,” he added. 


“We would like to suggest,” said Mr. Chapman, 
“that consideration be given to modification of the 
proposed rules as indicated below: 


Rute 14—“Prouisitep DIscRIMINATION’—It is our under- 
standing that the buyer is subject to the Robinson-Patman Act 
as well as the seller. It is requested that language be incor- 
porated to re-emphasize the responsibility of the buyer in con- 
nection with the prohibitions included under Rule 14. 


In Section IV on Pace 7, it is suggested that the word 
“competing” be inserted after the word “all” in the next to 
the last line. 


In Section V, ALSO ON PAGE 7, it is recommended that the 
words “member of the industry” be omitted and there be in- 
serted in lieu thereof the following words “person, firm or 
corporation.” 


Rute 21—“Awinc or AsBeTTING Use OF UNFAIR TRADE 
Practices”—It is suggested that the phrase “including buyers 
or sellers” be incorporated after the word “corporation” in line 
one. 


page 64 


@ C. Norman Lovell: After a long illness, C. Nor- 
man Lovell, who for 47 years was president of 
Lovell & Covel Co., of Cambridge, Mass., died re- 


cently at his home in Melrose, Mass. He retired 
from Lovell & Co., in 1947. 


® WCSA Convention Program: The 35th annual 
convention of the Western Confectionery Sales- 
men’s Ass’n will be held December 8-10 in Chi- 
cago’s Congress Hotel. Honoring of 25-year club 
members, business sessions, election of officers, and 
“Candy Carnival Night” feature the program. Re- 
placing the annual stag, “Candy Carnival Night” 
invites both men and women. The WCSA conven- 
tion committee announces the following program: 


THURSDAY, DECEMBER 8 
10:00 A.M.—Registration—Foyer, Florentine Room 
12:00 Noon—-Luncheon Meeting—Florentine Room 
Prelude to 35th Annual Convention 
Honoring 25 Year Club members 
2:30 P.M.—Opening Business Session—Florentine 
Room 
Nomination of officers for ensuing year 
to be made at this meeting. 


FRIDAY, DECEMBER 9 


10:00 A.M.—Registration—Foyer, Florentine Room 
2:00 P.M.—Second Business Session—Florentine 


Room 
7:00 P.M.—“Candy Carnival Night”—Gold Room 


SATURDAY, DECEMBER 10 


1:00 P.M.—Final Business Session—Florentine 
Room 
Election of Officers 


@ National Science Fund: A prize of $25,000 will 
be awarded, March 15, 1950, by the National Sci- 
ence Fund, on behalf of the Sugar Research Foun- 
dation for the most important discovery or inven- 
tion in the utilization of sugar made during the 
preceeding five years. Submission of contributions 
closes February Ist 1950. Particulars may be ob- 
tained from the National Science Fund of the Na- 
tional Academy of Science, 2101 Constitution Ave- 
nue, N. W., Washington 25, D. C. 


®@ Frost Condensation Eliminated: Elimination of 
frost condensation on low temperature coils in a 
cooling system through utilization of a specially 
designed “Kathabar Humidity Control System” to 
cool air, which is then blown over the conveyor 
lines carrying newly formed bars, is reported fol- 
lowing installation in a large candy manufacturer’s 
plant. Preventing accumulation of moisture by con- 
tinually spraying an absorbant solution over the 
cold metal of the heat exchanger, the system made 
possible efficiencies which permitted speeding up 
the line by 50 per cent. Resulting economies also 
made possible a 30 per cent increase in bar size 


(Please turn to page 70) 


THE MANUFACTURING CONFECTIONER 








f 





al 


1i- 
ub 
nd 
'e- 
+ 


rill 
ci- 


n- 
he 
ns 
»b- 
Ja- 
ve- 


la 


lly 


ror 
ol- 
r’s 
on- 
the 
ide 
up 
lso 
ize 


NER 





© 


1949 EDITORIAL INDEX 


The following is a summary of the articles which have appeared in 
the twelve issues of The Manufacturing Confectioner during 1949. 


Administration— 
Code Dating Aids Product Control, 
(p.65), Oct. 


Federal Food Drug, and Cosmetic Act, 
(p.210), Sept. 

How to Make the Anti-Trust Laws 
Work for You, (p.19), Sept. 

Trends in Employer-Employee Rela- 
tions, (p.47), Aug. 


Air Conditioning— 


Chocolate: A New Process and New 
Equipment, (p.39), June. 


Associations— 


AACT Told Trends in Candy Laws, 
(p.50), March. 

ARC Convention Program, (p.30), 
June. 

Directory of Exposition Exhibitors, 
(p.22), June. 

Industry Studies New Developments 
at Chicago Exposition, (p.27), July. 

McMillan Sees Large Wholesale 
Volume for 1949, (p.30), Feb. 

NCA Convention Program, (p. 14), 
June. 
NCA Convention Program and Com- 
mittees Announced, (p. 28), April 
NCA Convention Studies Market 
Trends, (p. 15), July. 

NCA Survey Shows Candy Buying 
Habits, (p. 18), Sept. 

1948 Candy Sales Seen Topping Bil- 
lion Dollar Goal, (p. 26), Jan. 

No Monopoly on Mechanized Effi- 
ciency in U. S., (p. 72), Nov. 

NCWA and ARC Convention Pro- 
grams, (p. 60), May 

NCWA Convention Program, (p. 31), 
June. 

PMCA Conference Reports on Re- 
search, (p. 36), July. 

Stempfel, O’Connor Head NCA Con- 
vention-Exposition Committees, 


(p. 51), Feb. 


Candy Clinic— 

Assorted Chocolates—Up to $1 a 
Pound, (p. 44), March. 

Bar Goods, Miscellaneous Candies, 
(p. 55), Oct. 

Chewy Candies, Caramels, Brittles, 
(p. 52), Feb. 

$1 and Up Boxes of Assorted Choco- 
lates, (p. 48), April. 

Easter Candies and Packages, (p. 48), 
May. 

Gums, Jellies, Undipped Bars, (p. 44), 
July. 

Holiday, Hard, and Selected Candies, 
(p. 45), Jan. 

Marshmallows and Fudge, (p. 46), 
June. 

Panned Goods and Miscellaneous Items, 
(p.50), Nov. 


Selected Best Candies of the Year, 
(p.40), Dec. 


for December, 1949 


Summer Candies and Packages, (p. 50), 
Aug. 


Chocolate— 


Automatic Chocolate Process Con- 
trols, (p. 31), Oct. 

Chocolate: A New Process and New 
Equipment for Superior Taste, Tex- 
ture, and Aroma, (p. 40), June. 

Chocolate Viscosity Standardization, 
(p. 24), Aug. 

Tempering and Cooling of Chocolate 
Coatings, (p.26), Dec. 


Cocoa— 


Cocoa Conference Meets in London, 
(p.23), Oct. 


Colors— 


Colors—and How to Use Them in 
Candy Manufacture, (p.20), Oct. 
How Sugar Reacts in Candy Process- 

ing, (p.24), Nov. 


Conventions— 
(See articles under “Associations” ) 


Corn Syrup— 


How Corn Syrup Color is Important 
in Candy Production, (p.29), May. 


Directory Data— 


Equipment and Machinery Suppliers, 
(p.34), Sept. 

Flavor Suppliers, (p.106), Sept. ° 

Geographical Index of Suppliers, 
(p.223), Sept. 

Merchandising Aids Suppliers, (p.199), 
Sept. 

Miscellaneous Candy Factory Item 
Suppliers, (p.207), Sept. 

Packaging and Packaging Equipment 
Suppliers, (p.173), Sept. 

Raw Material Suppliers, (p.129), 
Sept. 

Trade Names: Equipment and Ma- 
chinery, (p.97), Sept., Flavors and 
Raw Materials, (p.165), Sept., 
Merchandising Aids and Packaging, 
(p.202), Sept. 


Dust— 


How to Control Dust Hazards, (p.24), 
July. 


Editorials— 


Base Price End Seen Harmful to In- 
dustry, (p.70), Jan. 

Businessman Has Weighty Responsi- 
bilities, (p.72), Aug. 

Candy Clinic’s Summary of 1949 
Analyses, (p.74), Dec. 

Confectionery Census Presents Valu- 
able Data, (p.80), April. 

Enterprise, Salesmanship Set Business 
Pace, (p.72), May. 

How We Envy America and Its 
Tasty Candies, (p.72), May. 

NCA and NCWA Plan Expanded 


Sales Training Program, (p.70), 
March. 

No Monopoly on Mechanized Efficiency 
in U. S., (p.72), Nov. 

Postal Rate Increase Poses Industry 
Problem, (p.80), April. 

Stop, Look, and Listen, Business Told, 
(p.78), March. 


Flavors— 


Flavor Manufacturers, Suppliers, 
(p.106), Sept. 

Flavor Trade Names, (p.165), Sept. 

Norconidendrin: A New Antioxidant 
for Fats and Oils, (p.24), April. 


Formulas— 


How to Make Feature Candy Items, 
(p.29), Oct. 

How to Operate a Retail Candy Shop: 
A Manufacturing Retailer Study, 
(p.27), Jan., (p.31), March. 

How to Use Pectin to Control Sweat- 
ing in Summer Candies, (p.27), 
April. 

How to Use Yeast in Candy, (p.29), 
March. 

Letters to the “MC” Editors, (p.58), 
Jan., (p.65), April, (p.61), May, 
(p.28), Oct., (p.14), Nov., (p.8), 
Dec. 

New Ingredients for Candy Produc- 
tion, (p.17), Sept. 

The Candy Maker and Quality Con- 
trol, (p.12), Sept. 


Ingredients, Candy— 


Automatic Chocolate Process Controls, 
(p.31), Oct. 

Chocolate: A New Process and New 
Equipment for Superior Taste, Tex- 
ture, and Aroma, (p.40), June. 

Chocolate Viscosity Standardization, 
(p.24), Aug. 

Cocoa Conference Meets in London, 
p.23), Oct. 

Colors—and How to Use Them in 
Candy Manufacture, (p.20), Oct. 
Confectionery Industry Spends Nearly 
$500,000,000 for Ingredients, (p.43), 

March. 

How Corn Syrup Color Is Important 
in Candy Production, (p.29), May. 

How Sugar Reacts in Candy Process- 
ing, (p.24), Nov. 

How to Defrost Frozen Eggs, (p.58), 
June. 

How to Use Pectin to Control Sweat- 
ing in Summer Candies, (p.7), April. 

How to Use Yeast in Candy, (p.29), 
March. 

Manufacturers, Suppliers, (p.129), 
Sept. 

New Ingredients for Candy Production, 
(p.17), Sept. 

Sugar—See articles under this heading. 


Legislation— 


Base Price End Seen Harmful to In- 
dustry, (p.70), Jan. 

Federal Food, Drug, and Cosmetic Act, 
(p.210), Sept. 

How to Make the Anti-Trust Laws 
Work for You, (p.19), Sept. 

Postal Rate Increase Poses Industry 
Problem, (p.78), March. 
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Machinery and Equipment— 


AMA Conference Studies Production 
Planning, (p.39), Dec. 

Automatic Chocolate Process Control, 
(p.31), Oct. 

Candy Production Techniques for Re- 
ducing Costs, (p.37), Dec. 

Chocolate: New Process and New 
Equipment, (p.39), June. 

How to Control Dust Hazards, (p.24), 
July. 

How to Cut Candy Packaging Costs 
(Equipment), (p.88), June. 

How to Improve Efficiency of the 
Steam Plant: A Study of Equip- 
ment and Methods. (p.29), Jan. 

Industry Studies New Developments, 
(p.27), July. 

Insect Control in Sanitation, (p.27), 
Oct. 

Machinery and Factory Equipment, 
(p.34), Sept. 

Recent Patents for the Industry, 
(p.31), April. 

Tempering and Cooling of Chocolate 
Coatings, (p.26), Dec. 

What’s New in Candy Equipment, 
(p.32), Jan., (p.36), April, (p.41), 
Oct. 


Management— 


Candy Sales Management and Promo- 
tion, (p.21), Sept. 

Cocoa Conference Meets in London, 
(p.23), Oct. 

How to Make the Anti-Trust Laws 
Work for You, (p.19), Sept. 

Marketing: Key to Candy Sales Suc- 
cess, (p.10), Sept. 

The Candy Maker and Quality Con- 
trol, (p.12), Sept. 

Trends in Employer-Employee Rela- 
tions, (p.47), Aug. 


Manufacturers— 


Brach’s Progress: A  Photo-Study, 
(p.28), Aug. 

Candy for Texas Sportsmen Booms 
Allen Sales, (p.28), Oct. 

Freia Plant Features Versatility, 
(p.20), April. 

How Candy Ideas Boost Saylor Sales, 
(p.23), Jan. 

How to Operate a Retail Shop: A 
Manufacturing Retailer Study, 
(p.27), Jan., (p.31), March. 

Marabou Expands Volume in Sweden, 
(p.27), Feb. 

New NECCO Restrooms Highlight 
Sanitation, (p.31), Feb. 

New Plant Doubles Beecher Candy 
Output, (p.27), March. 

Novel Floral Displays Boom Darby 
Store Candy Sales, (p.62), June. 


Merchandising— 


Brach’s Progress: A Photo-Study, 
(p.28), Aug. 

Candy for Texas Sportsmen Booms 
Allen Candy Sales, (p.28), Oct. 

Candy Packages, Wrappings Aid Holi- 
day Sales, (p.33), March. 

Candy Sales Management and Promo- 
tion, (p.21), Sept. 
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“Character Candies” Build Success 
for Edy’s on West Coast, (p.33), 
Dec. 

Cocoa Prices Drop; Bar Sizes Gain, 
(p.18), March. 

Easter Eggs and Subway Stores Build 
Sales Volume, (p.18), April. 

How Candy Ideas Boost Saylor Sales, 
(p.23), Jan. 

How Candy Packaging Aids Mer- 
chandising, (p.55), July. 

Marketing: Key to Candy Sales Suc- 
cess, (p.10), Sept. 

Modern Shop Design Helps Sell Candy, 
(p.29), Nov. 

New Candy Packages Feature Mar- 
ket, (p.31), May. 

Novel Floral Displays Boom Darby 
Store Candy Sales, (p.62), June. 
Surveys—Also see articles under this 

heading. 

Sweetest Day Across the Nation, 
(p.68), Oct. 

Sweetest Day Candy Promotions, 
(p.47), Nov. 

2-Cent Candies Show Sales Appeal, 
(p.54), Feb. 

What Store Buyers Want in Candy 
Packages, (p.31), Aug. 


Packaging— 


Adequate Packaging Supply Seen for 
1949, (p.35), Feb. 

Buyer’s Market Themes Packaging 
Convention, (p.81), June. 

Candy Packages, Wrappings Aid Holi- 
day Sales, (p.33), March. 

Candy Packaging Clinic, (p.40), Feb., 
(p.31), May, (p.33), Aug., (p.34), 
Nov. 

Code Dating Aids Product Control, 
(p.65), Oct. 

How Candy Packaging Aids Mer- 
chandising, (p.55), July. 

How Good Package Design Cuts Costs, 
(p.31), Nov. 

How to Cut Candy Packaging Costs, 
(p.88), June. 

Industry Plans New Candy Packages, 
(p.57), April. 

New Candy Packages Feature Market, 
(p.31), May. 

New Candy Packages Stress Eye Ap- 
peal, (p.57), Dec. 

New Packages Reflect Buyer’s Mar- 
ket, (p.53), June. 

Packaging Suppliers, (p.173), Sept. 

Packaging Trade Names, (p.202), 
Sept. 

The Keeping Properties of Confec- 
tionery as Influenced by Its Water 
Vapour Pressure, (p.32), June. 

Western Packaging Exposition: A 
Staff Report, (p.16), Sept. 

What Store Buyers Want in Packages, 
(p.31), Aug. 

What’s New in. Candy Packaging, 
(p.46), Feb., (p.38), May, (p.41), 
Aug., (p.43), Nov, 


Patents 


Recent Patents for the Industry, (p.31), 
April. 


Pectin— 


How to Use Pectin to Control Sweat- 
ing in Summer Candies, (p.27), 
April. 


Personnel— 


(See articles under “Management”) 


Production— 


AMA Conference Studies Production 
Planning, (p.39), Dec. 

Automatic Chocolate Process Controls, 
(p.31), Oct. 

Candy Production Techniques for Re- 
ducing Costs, (p.37), Dec. 

Chocolate: A New Process and New 
Equipment for Superior Taste, Tex- 
ture, and Aroma, (p.40), June. 

Chocolate Viscosity Standardization, 
(p.24), Aug. 

Colors—and How to Use Them in 
Candy Manufacture, (p.20), Oct. 
How Corn Syrup Color Is Important 
in Candy Production, (p.29), May. 
How to Control Dust Hazards, (p.24), 

July. 

How to Defrost Frozen Eggs, (p.58), 
June. 

How to Improve Steam Plant Effi- 
ciency, (p.29), Jan. 

How to Make Feature Candy Items, 
(p.29), Oct. 

How to Operate a Retail Candy Shop: 
A Manufacturing Retailer Study, 
(p.27), Jan., (p.31), March. 

How Sugar Reacts in Candy Process- 
ing, (p.24), Nov. 

New Ingredients for Candy Produc- 
tion, (p.17), Sept. 

PMCA Conference Reports on Re- 
search, (p.36), July. 

Recent Patents for the Industry, (p.31), 
April. 

The Candy Maker and Quality Con- 
trol, (p.12), Sept. 

The Keeping Properties of Confec- 
tionery as Influenced by Its Water 
Vapour Pressure, (p.32), June. 


Raw Materials— 


(See articles under “Ingredients, 
Candy”) 


Research— 


How to Use Yeast in Candy, (p.29), 
March. 

New Ingredients for Candy Production, 
(p.17), Sept. 

PMCA Conference Reports on Candy 
Research, (p.36), July. 


Ribbons— 


Candy Packages, Wrappings Aid Holi- 
day Sales, (p.33), March. 


Safety— 


How to Control Dust Hazards, (p.24), 
July. 


Sales Figures— 


Bars Continue Leading Sales Item, 
(p.31), Dec. 

Candy Dollar Volume Rise Continues, 
(p.29), Feb. 

Marketing: Key to Candy Sales Suc- 
cess, (p.10), Sept. 

1948 Candy Sales Seen Topping Bil- 
lion Dollar Goal (p.26), Jan. 

$1.3 Billion Annual Candy Sales Fore- 
seen, (p.7), Sept. 
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State Markets for Confectionery, 
(p.48), Nov. 

Where Candy Sells in the U. S., (p.24), 
May. 


Sanitation— 
Insect Control and Sanitation, (p.24), 
Oct. 
New NECCO Restrooms Highlight 
Sanitation, (p.31), Feb. 


Surveys— 
Bars Continue Leading Sales Item, 
(p.31), Dee. 
Birmingham Candy Preferences Ana- 
lyzed, (p.29), April. 


Confectionery Industry Spends Nearly 
$500,000,000 for Ingredients, (p.43), 
March. 

88.6% of Milwaukee Families Buy 
Candy Bars, (p.30), Oct. 

NCA Survey Shows Candy Buying 
Habits, (p.18), Sept. 

1948 Candy Sales Seen Topping Bil- 
lion Dollar Goal, (p.26), Jan. 

Seattle Candy Brand Preferences Ana- 
lyzed, (p.41), March. 

State Markets for Confectionery, 
(p.48), Nov. 

Where Candy Sells in the U. S., (p.24), 
May. 


Who Buys and Who Sells Candy in 
Omaha Area, (p.36), Dec. 


Sugar— 

How Sugar Reacts in Candy Process- 
ing, (p.24), Nov. 

Long Hawaiian Strike Slows Sugar 
Exports, (p.51), Oct. 

Sugar: A Review of the Market, 
(p.11), Sept. 

Sugar Price Situation Analyzed, 
(p.28), May, (p.27), Aug. 


Yeast— 
How to Use Yeast in Candy, (p.29), 
March. 
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Grover, D. W. 
The Keeping Properties of Confec- 
tion’ as Influenced By Its Water 
' Pressure, (p.32), June. 


H 
Hall, Clyde C. 

AMA Conference Studies Produc- 
tion Planning, (p.39), Dec. 

Buyer’s Market Themes Packaging 
Convention, (p.81), June. 

Industry Plans New Candy Packages, 
(p.57), April. 

NCA _ Convention Stresses Market 
Trends, (p.15), July. 

New Candy Packages Feature Mar- 
ket, (p.31), May. 

New Packages Reflect Buyers Market, 
(p.53), Jan. 

PMCA Conference Reports on Can- 
dy Research, (p.36), July. 

Sweetest Day Promotions, (p.50), Nov. 

Howlett, Henry J. 

How Candy Packaging Aids Merchan- 

dising, (p.55), July 


J 


Joseph, Jim 
Sweetest Day Across the Nation, 
(p.68), Oct. 


Kahlenberg, Dr. O. J. 
How to Defrost Frozen Eggs, (p.58), 
June. 
Kaye, Lillian 
Norconidendrin: A New Antioxidant 
for Fats and Oils, (p.24), April. 
Kempf, Norman W. it 
Chocolate Viscosity Standardization, 
(p.24), Aug. 
King, James A. 

Candy Production Techniques for 
Reducing Costs, (p.37), Dec. 
The Candy Maker and Quality Con- 

trol, (p.12), Sept. 
Krno, John M. 
How Corn Syrup Color Is Important 
in Candy Producion, (p.29), May. 


L 


Lange, Hildreth 
What Store Buyers Want in Packages, 
(p.31), Aug. 


Lehman, Eric 
Candy Clinic’s Summary of 1949 
Analyses (p.74), Dec. 


M 


Maher, Raymond E. 
Candy for Texas Sportsmen Booms 
Sales, (p.28), Oct. 
Martial, Jacques 
How Good Package Design Cuts Costs, 
(p.31), Nov. 
Martin, Dr. L. F. 
New Ingredients for Candy Produc- 
tion, (p.17), Sept. 
Mayhew, James E. 
How to Make Feature Candy Items, 
(p.29), Oct. 
McCoy, H. B. 
$1.3 Billion Annual Candy Sales Fore- 
seen, (p.7), Sept. 
McKay, James G. 
Code Dating Aids Product Control, 
(p.65), Oct. 
Meeker, Edward W. 
How Sugar Reacts in Candy Process- 
ing, (p.24), Nov. 
Miller, Claude R. 
How to Make the Anti-Trust Laws 
Work For You, (p.19), Sept. 


N 


Newth, A. T. 
Tempering and Cooling of Chocolate 
Coatings, (p.26), Dec. 


P 


Pulver, Robert H. 
Colors—and How to Use Them in 
Candy Manufacture, (p.20), Oct. 


Ss 


Shreve, Earl O. 
Businessman Has Weighty Responsi- 
bilities, (Editorial), (p.72), Aug. 
Slater, Lloyd E. 
Automatic Chocolate Process Controls, 
(p.31), Oct. 
Stone, Rex A. 
How to cut Packaging Costs, (p.88), 
June. 
Sullivan, W. R. 
How to Operate A Retail Candy Shop: 
A Manufacturing Retailer Study, 
(p.27), Jan., (p.31), March. 
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| HELP WANTED 





SUPERINTENDENT: For eastern plant. 

Large volume of business. Rare oppor- 
tunity. State age, experience, where em- 
ployed past 20 years, when available. 
Box No. C-1198 The MANUFACTURING 
CONFECTIONER. 








PLANT MANAGER 


Manufacturer of hard candy and choco- 
late goods, vicinity New York, well 
established, two million annual sales, 
seeks man to take complete charge of 
production and maintenance. Industrial 
engineering background desirable. 
Please make your resume complete, for 
immediate consideration. 


Address Box No. A-12911 
The 
MANUFACTURING CONFECTIONER 














FACTORY MANAGER 


Well known, highly rated, medium- 
size food manufacturer in Middle West 
has need for an experienced factory 
manager. Will be responsible for entire 
production. Must have background as 
factory manager or assistant, in pro- 
duction of foods. Crackers, cookies and 
candy experience highly desirable. 
Ability to cut costs; maintain quality. 
Opportunity for progress. Salary com- 
mensurate with qualifications, Write in 
detail. Replies held in confidence. 


Address Box A-12912 
The 
MANUFACTURING CONFECTIONER 














| HELP WITH INVESTMENT WANTED 








Do you have sales and pro- 
duction experience and desire 
an unusual personal opportu- 
nity? Small investment desir- 
able to indicate interest. Calls 
for prompt action. Give back- 
ground and plans. 


Kinzie Wells Company 
Box 3441, Merchandise Mart, 
Chicago, II. 
a>. 











CLASSIFIED 


When addressing box numbers, 
please address as follows: 

(Box Number) 

The Manufacturing Confectioner 
9 South Clinton St, 

Chicago 6, Ill. 








ADVERTISING 


Classified insertion requests are 
sent to the same address. Rates are 
35c per line of regular type: 70c 
per line for bold face or capital let- 
ters: $6 per column inch for display. 
Minimum insertion is three lines. 
Rates are not subject to agency 
discounts. 











POSITION WANTED 


| POSITION WANTED (Contd.) 





CANDY MAKER: Have 15 years of candy 

making experience in all phases of pan 
work and all around candy making. Also 
2 years of business management. Age 34. 
Seek connection with reliable firm. Box 
A-1296, The MANUFACTURING CONFEC- 
TIONER. 


EXPERIENCED MARRIED COUPLE to man- 

age confectionery, established 27 years 
business which makes own candy, pastries, 
ice cream, and serves luncheons. Located 
in heart of 250,000 populated city with 
suburbs in Middle West. Salary and com- 
mission basis. For further information, 
write Box B-1290, The MANUFACTURING 
CONFECTIONER. 


IMMEDIATE OPENING for thoroughly ex- 

perienced Candymaker, also top quality 
Sales Manager, exclusive line fine Pecan 
Candies and other Southern Delicacies. 
Splendid opportunity aggressive, industri- 
ous person. Full details, salary references 
first letter. Advertiser has highest financial 
rating. Box A-1293, The MANUFACTURING 
CONFECTIONER. 


HARD CANDY MAKER: 15 years’ experi- 

ence in Europe and U.S. Seeks position 
as Superintendent or Foreman in large or 
medium plant; knowledge of all types of 
hard candy; i.e., sponge goods, satin 
goods, all kinds of high class filled goods 
including a large variety of liquid filled 
hard candy. Box A-1291, The MANUFAC. 
TURING CONFECTONER. 





Brokers... 


For new candy lines, list your firm 
in the Confectionery Brokers’ Sec- 
tion of THE MANUFACTURING 
CONFECTIONER and THE CANDY 
BUYERS’ DIRECTORY. Low rate is 
only $15 a year. 
THE MANUFACTURING 
CONFECTIONER 
? S. Clinton St. Chicago 6, Ill. 
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BUSINESS EXECUTIVE with 30 years’ con- 
fectionery experience in Genera] Man- 
agement-Sales-Production-Purchasing & Ac- 
counting, seeks position of responsibility 
& trust. Excellent record—A-l references. 
Available in 30 days. Box A-12913. The 
MANUFACTURING CONFECTIONER. 





MACHINERY FOR SALE | 





1 Marco Flow-Master Kom-bi-nator, Model 
K-500; 4 Marco Flow-Master Kom-bi- 
nators (homogenizers) Model KAC-500. In 
excellent condition, used for experimental 
purposes only. Suitable for wet refining or 
homogenizing. Reply Box A-1297, The 
MANUFACTURING CONFECTIONER. 


FOR SALE: | cooling slab 3’x 8’—$125. 1 
7’ York batchroller—$250. 1 drop frame 
roller with rolls for lemon drops 4x7—$75. 
1 16” exhaust fan—$18. 1 cooking stove 
and kettle—$20. Box A-1292, The MANU- 
FACTURING CONFECTIONER. 





FOR SALE: 6 150-lb. capacity Savage Bros. 

Marshmallow Beaters. Used. Good con- 
dition. $250 each F.O.B. our plant. Oliver- 
Finnie Company, 7-23 Vance Avenue, 
Memphis, Tenn. 


FOR SALE: A compiete line of rebuilt con- 

fectionery machinery, such as: Simplex 
gas-fired vacuum cookers, automatic fill- 
ing machines, 3 roll refiners, kiss machines, 
pulling machines, water cooled tables, 
Hohberger continuous hard candy machine, 
National continuous hard candy cooker, 1 
Lynch Wrappomatic bar wrapper, ball 
beaters, moguls, chocolate melters, and 
many other kinds of equipment for which 
we solicit your inquiries. A 6 G MACHINE 
CO., 33 Central Wharf, Boston 10, Mass. 


THE MANUFACTURING CONFECTIONER 
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24” National Equipment Enrober, complete 
with Cooling ‘Tunnel and Packing Table. 








af EXCELLENT MACHINERY & EQUIPMENT 





Rebuilt 





direct from floors of 


ALLEN CANDY COMPANY 


Weatherly, Pa. 


exact position for inspection. 


© Quantities are limited and all offerings are subject to prior sale. 


bed All @quipment is maintained in excellent condition and is still set up in 


e Exceptional machinery rarely offered for resale. 
® All machinery must be sold and moved immediately. 
® Chance of a lifetime to secure desirable equipment at a fraction of its 






AT SACRIFICE PRICES FOR QUICK SALES 


HARD CANDY DEPARTMENT 
1—National Equipment Continuous Cooker 600 
Ib. with motor driven pump. 
1-Rae Die Pop Machine, motor driven, 3 dies 
m motor and blower. 
oe. Sucker Machine with 24 ft. Conveyor 
ge assortment of rollers. 
Ball Machine with assortment of 


_1-Werne: Strip Sizer. 
~ 2-6 ft. Batch Rollers. 


1-2 % 9% Drop Machine, belt driven, 19 sets 
 olllers. 


1Dern Chip Cutter, Conveyor. 
1—Stick Sizer. 

2—9 HP Jap Cutters. 
4—Hand Cutters. 


aan DEPARTMENT 


Huhn Starch Dryer and Cooler with 
ipment, Regulators, Conveyors, Eleva- 
Jr Allis Chalmers Starch Cleaner (can 


feet Promptly For Choccest Guys 





~ installed for use with any Mogul or Starch 
k) 


uck). 

1—National Automatic Wood AD Mogul with 
motor driven Depositor and 4 pumps. 

1—Allis Chalmers Starch Cleaner with 5 HP 
motor. 

3500—Trays with Starch. 

150—Starch Tray Dollies. 

1—National Equipment Special Slug Depositor 
with agitator and two pumps. 

1000—Carrier Trays with 40 dollies. 

1—Colseth Starch Board Truck. 

Baltimore Sugar Sander. 


CHOCOLATE DEPARTMENT 


1—24” N. E. Enrober with automatic tempera- 
ture controls, feed table, motors, 36’ N. E. 
Tunnel with 10° Packing Table, suitable for 
standard and high pieces like Easter Eggs. 

1—16” N. E. Enrober with automatic tempera- 
ture control, automatic feeder, bottomer, 
stringer, cooling tunnel and packing table. 

a Ib. N. E. Melter, belt driven. 

2—300 Ib. N. E. Metter, belt driven. 


Yuspection Can Se Arranged Sy Appotutment 

G ° Our Representatives Will Be On The Premises Daily To Show 
Customers Through The Plant. 

For Information and Full Details Write, Wire Or 

Phone Collect: New York — CAnal 6-5335 





UNION CONFECTIONERY MACHINERY CO., INC. 


318-322 LAFAYETTE ST. 


for December, 1949 


Ee meee) . Gem Pe. Fae & 
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MACHINERY FOR SALE (Contd.) | | | 


MACHINERY WANTED 





| Lines TO MANUFACTURE WANTED | 








FOR SALE: One specially imported 24-3 
ton capacity, chocolate tempering, stor- 
ing and emulsifying machine, water jack- | 
etted internally, with glass enamelled sides 

and paddles, furnished for direct drive. 
Immediate delivery from Britain at special 
price. Box A-1298, The MANUFACTURING 
| 
| 
| 


CONFECTIONER. dition. 








STORE—PLANT FOR SALE 


WANTED TO BUY 


Package Machinery Co. 


pop wrapping machines. 
State serial number and con- 


School House Candy Co. 
Providence, R. I. 


WANTED by medium sized candy plant, 

patented U.S. candy lines to be manu- 
factured to sell in the Canadian market. 
Will pay royalty to patent holder. We have 
the facilities. Reply to Candy Manufacturer, 
Ltd., Box A-1299, The MANUFACTURING 
CONFECTIONER. 





| MISCELLANEOUS 














WE BUY & SELL 











FOR SALE: The most beautiful retai! candy 

store, with fully equipped modern factory 
in Oakland, California, where the climate 
sells candy the year aroynd. Contact G. 





WANTED: A Mikro-Pulverizer or a com- ODD LOTS « OVER RUNS « SURPLUS 


minuting Machine. Advise price and con- 
dition when replying to Box A-1295, The 
MANUFACTURING CONFECTIONER. 








| 

| 
E. Rock, 709 Foothill Blvd., San Leandro, 
California. | 





SALES LINES WANTED 











WANTED: Candy and allied lines. We 
have 20 years sales experience in same 
territory of Florida, Georgia and Alabama. 
3 salesmen. Hubert Brokerage Company, 
210-211 Candler Bldg., Atlanta, Georgia. 


bold face. 





Whether you're buying or 
selling, classified ads in The 
MANUFACTURING CON- | | 
FECTIONER bring quick re- 
sults. Low cost is only 35 
cents a line, 70 cents for 





SHEETS*ROLLS-SHREDDINGS 
Cellockane rolls in cutter boxes 100 fi. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Glassine Bags, Sheets & Rolis 


Tying Ribbors—All Scotch Ta 
Colors & Widths Clear & Colors 


Diamond "Cellophane" Products 


Harry L. Diamond Robert L. Brown 
“At Your Service” 
74 E. 28th St.. Chicago 16, Illinois 




















Candy Presstime News 


(Continued from page 64) 





without an increase in manufacturing cost, reports 
Kathbar Division of the Surface Combustion Corp., 
Toledo. 


@ Clinton Foods, Inc.: Richard M. Moss, chairman 
of the board, announces the election of J. I. Moone 
and B. C. Skinner as vice-presidents. Mr. Moone 
continues as president of the Snow Crop Marketers 
Div. of Clinton, and Mr. Skinner becomes president 
of the Juice Industries Div. and the McDonald Div. 
At a stockholders’ meeting, the name of the firm was 
changed from Clinton Industries, Inc., to Clinton 
Foods, Inc., in view of the steady broadening of 
Clinton interests in the consumer foods field. 


@ Alanson H. Scudder: A director of National 
Licorice Co., Mr. Scudder died last month in White 
Plains, N.Y., hospital. He was 80 years old. Associ- 
ated with National Licorice Co., since its incorpora- 
tion in 1902, and prior to that with S. V. & F. P. 
Scudder, one of the antecedent companies, Mr. 
Scudder from 1904 to 1929 successively served as 
secretary, secretary and vice-president, and presi- 
dent. From 1929 to his retirement in 1947, he was 
chairman of the board. 


@ Confectionery Salesmen’s Club: The election of 
officers for the year 1950 was held recently by the 
Confectionery Salesmen’s Club of Baltimore, Inc., 
at the Pimlico Hotel. The following were elected; 
president: Harold L. Leaman, Klein Chocolate Co., 
vice-president: E. Schweinitz, Kroekel-Oetinger, 
Inc., secy-treas.: H. Green, Sweets Co. of America, 
directors: John G. Pentz, John F. Birkmeyer & 
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Sons, J. A. Wintz, Voneiff-Drayer Co., T. V. Watts, 
Fred Foos Candy Co., M. Rodberg, Blumenthal 
Bros. The next meeting is scheduled for December 
5 at Pimlico Hotel for installation of the above 
officers. 


@ Chocolate Spraying Co., Inc.: A new chain type 
high speed plastic machine of the Gabel type is 
announced. Elimination of stretching, maintenance 
of uniformity of pieces, chains for single and as- 
sorted designs, precision ball bearings, and variable 
speed transmission are reported features of the 
machine. A three-way cooling conveyor and an 
electrically heated three-groove sizer for use with 
the plastic machine are also reported. 


@ American Machine & Foundry Co.: Frank R. 
Plum is named director of sales of AMF’s Bakery 
Division, announces Morehead Patterson, AMF 
board chairman. He has been with the firm for 20 
years. 


@ Packaging Machinery Manufacturers Institute: 
At its 17th annual meeting, held recently at the 
Edgewater Beach Hotel in Chicago, the Packag- 
ing Machinery Manufacturers Institute elected the 
following officers for the coming year: President, 
Wallace E. Coughlin, vice-president, Pneumatic 
Scale Corp., Ltd., North Quincy, Mass.; vice- 
presidents; Boyd H. Redner, general manager, 
Battle Creek Bread Wrapping Machine Co., Battle 
Creek, Mich., and Wilhelm B. Bronander, vice- 
president, Scandia Manufacturing Co., North Ar- 
lington, N. J. 


@ National Packaging Exposition: The American 
Management Ass’n announces that its 19th Na- 
tional Packaging Exposition, will be held April 
24-27, 1950 at the Navy Pier in Chicago. J. M. 
Cowan, chairman of the Exhibitors’ Advisory Com- 
mittee and assistant director of distribution of the 


THE MANUFACTURING CONFECTIONER 
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New England States So. Atlantic States (cont'd) 


East No.Central States (contd.) 


East No.Central States (contd.) 





HUBERT BROKERAGE CO. 
Com, and Allied Lines 
Salesmen 
Offices: & Display 
210-211 Candler Bldg. 
ATLANTA, GEORGIA 
Florida, Georgia and Ala- 
bama for 20 years 


JESSE C. LESSE CO. 


Confectionery 
Office and Sales Room 
161 Massachusetts Ave. 


BOSTON 15, MASS. 


Territory: New England Terr.: 








Middle Atiantic States JOHNSON & SAWYERS 


335 Burgess Building 
ACKSO 


Confections & Allied Lines 
Terr.: Ga., Fla., & Ala. 





S. P. ANTHONY 


wow a ¥ s Representatives 
P. ©. Box 1355—Phone 2-8469 


READING, PENNSYLVANIA 
Terr.: Pa., wd, Spe Washington, 





A. CARY MEARS 
P. O. Box 2415 


ROANOKE, VIRGINIA 
Candy and Specialty Items 
Terr.: Va., W. Va., & No. & So. Caro. 





HERBERT M. SMITH 
109-17 110th St.—Virginia 3-8847 
OZONE PARE 16, NEW YORE 
ae ROY E. RANDALL CO. 


Teer: New York State tegaateepecet Representative 
len O. Box 605—Phone 7590 
COLUMBIA 1, SO. CAROLINA 
Terr.: No. & So. Carolina. 
Over 25 years in area 








IRVING S. ZAMORE 
2608 Belmar Place 


SWISSVALE, PITTSBURGH 18, PA. 
29 Years Experience 





SAMUEL SMITH 
2500 Patterson Ave. Phone 22318 
Manufacturers’ Representative 
WINSTON-SALEM 4, N. CAROLINA 
Terr: Tenn., Virginia, N. Carolina, 
S. Carolina 


Terr.: Pennsylvania, excluding 
city of Philadelphia 





GREENBERG BROS. 
389 East 2nd St. 
BROOKLYN 18, NEW YORK 
Covering Jobbers, Syndicate and 


Dept. Stores in New York City & 
100 mile radius 





W. M. (BILL) bes ag ned 
Candy and Specialty Ite 
P. O. a 472—111 Rutland Bldg. 
DECATUR, —_ GIA 
Terr.: Ga. Fla. 
Thorough ole 





ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
PITTSBURGH 22, PA. 

Cover conf. & groc. jobbers, chains, 

dept. stores, food distrs. 
W. Pa., W. Va., & E. Ohio 


BUSKELL BROKERAGE CO. 
1135 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 








ENVOY SALES COMPANY | ———— 
280 Madison Avenue 
NEW YORK 16, N. Y. 

Murry Hill 4-1140 


Covering Jobbers, Department 
Stores, Grocery and Variety Chains 
and Buying Offices. 


Terr: New York & New Jersey ited fe 


W. H. CARMAN 


Manufacturers’ Representutives 
3508 Copley Road 


BALTIMORE 15, MARYLAND 
Terr.: Maryland; Wash., D. C. 








| H. H. SMITH 
Box No. 1202 
HUNTINGTON 14, WEST VA. 


Candy, Marbles, School Toblets, 
Wax Papers, Stationery, Napkins 
Terr.: W. Va. & Eastern Ky. 


South Atlantic States 





JIM CHAMBERS 
Candy Broker 
84 Peachtree Street 


ATLANTA, 3, Georgia 
Terr.: Ga., Ala., and Fla. 





JOHN T. = co. 


Box 6 
WM. E. HARRELSON 5 8. C. 


Manufacturers’ Representative Manufacturer's Representatives 
5308 Tuckahoe Ave.—Phone 44280 | Have been representative for 17 
RICHMOND 21, VIRGINIA years in the states of South end 
Terr.: W. Va., Va.. N. & S. Caro. | North Carolina 





for December, 1949 





H. K. BEALL & CO. 
CHICAGO 6, ILLINOIS 
308 W. Washington St. 

Phones RANdolph 1618-1628 
Territory: Illinois, Indiana, 
isconsin 
25 years in the Candy Business 





JOHN E. SMITH 


Confections & Food Specialties 
Thorough Coverage State of Indiano 
Excluding Lake County adjoining 

cago 
1428 N. Pennsylvania St., Room 203 
Tel. Lincoln 3780 


INDIANAPOLIS 2, INDIANA 


CHARLES R. COX COMPANY 
1428 Erie Boulevard 
SANDUSKY, OHIO 

Territory: Ohio, Michigan, and 

Indiana 





ROGER ETTLINGER 
Phone UNiversity 2-6737 
18300 Pennington Avenue 
DETROIT 21, MICHIGAN 

Terr.: Entire state of Michigan 





WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 


“We Are At Your Service Always 
—And All Ways” 


Terr.: Michigan, Estab. Since 1932 





BERNARD B. HIRSCH 
229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 
Terr.: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 


DONALD A. IKELER 
2037 E. Main Street 
KALAMAZOO, MICH. 
Territory: Michigan 


HARRY KISSINGER 
Candy—Novelties—Specialties 
3846 McCormick Ave. 
Phone Brookfield 9691 
HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich., & Ind. 





G. W. McDERMOTT 
100 North Raymond St.—Phone 382 
MARINETTE, WISCONSIN 


Wisc. & Upper Mich.—covered 
every five weeks. 


Terr.: 


WM. C. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 


We specialize in cigars, candies 
specialties and novelties 








JACK WILSON PEIFFER 
Manufacturers’ Representative 
54 W. Burton Place 


CHICAGO 10, ILL. 





R. L. YATES 
15060 Steel Ave., 
DETROIT 27, MICH. 


Terr: Michigan only 
Phone VE 8 1126 


Cc. H. THOMPSON 
1421 Sigsbee St., S. E. 
GRAND RAPIDS 6, MICHIGAN 


Terr: Michigan including Detroit 





WARREN A. STOWELL 
& ASSOCIATE 
Phone TRliangle 4-1265 
7943 So. Marshfield Ave. 
CHICAGO 20, ILLINOIS 
Terr.: Chicago and Radius of 
Forty Miles. 


W AND W SALES 
1627 West Fort Street 
DETROIT 16, MICHIGAN 
Covering Michigan Completely 
With Quality Merchandise 
Al. Williford 


ARTHUR H. SCHMIDT CO. 
815 Erieside Ave. 


CLEVELAND 14, OHIO 
Ohio. Member Nat'l. 


Salesmen Ass‘n. 
Buckeye Candy Club 


ferr.: Conf. 





East So. Central States 





R. HENRY TAYLOR 


Candy Broker 
Box 1456—Phone 8491X 


LEXINGTON, KENTUCKY 
Territory: Kentucky and Tennessee 





PAUL JOHNSON AND CO. 
Manufacturers’ Representatives 
Day Phone 1—Night Phone 2420 


x 270 
CAMPBELLSVILLE, KY. 
Candy, Crackers, Cookies, Cigars, 
and § alty Items 
Terr.: Ky. and Tenn. 


FELIX D. BRIGHT & SON 
Candy Specialties 
P. ©. Box'177—Phone 8-4097 
NASHVILLE 2, TENNESSEE 
Terr.: Kentucky, Tennessee, Ala- 
bama, Mississippi, Louisiana 


J. L. FARRINGER CO. 
FRANKLIN, TENNESSEE 
Established 1924 
Territory: Tenn., Ky., and W. Va. 
3 Salesmen covering territory 





West No. Central States 





GEORGE BRYAN 

BROKERAGE CO. 

306 Walnut Bldg. 
DES MOINES 3, IOWA 


Consistent and thorough coverage 
of wholesale candy and tobacco, 
wholesale grocery, chain store 
trade in central, eastern lowa 


ELMER J. EDWARDS 
CANDY BROKERAGE 
5352 3lst Ave. So. 


MINNEAPOLIS 17, Minn. 
Phone: Pa. 7659 


Terr.: Minn., N. & S. Dak.—Special 
attention given to Twin City trade 





page 71 











W. No. Central States (cont'd) Mountain States 


| Pacific States (cont'd) Pacific States (contd.) 





GRIFFITHS SALES COMPANY CAMERON SALES COMPANY 
725 Clark Ave.—Phone GA. 4979 5701 East Sixth Ave. 
SAINT LOUIS 2, MISSOURI DENVER 7, COLORADO 


We specialize in candy and Candies and Allied Lines 








novelties. Terr.: Colo., Mont., Idaho, Utah, 
Terr.: Mo., Ill., and Kan. N. Mex. 
LEON K. HERZ JERRY GHESCH 


Manufacturers’ Representative 
Candy and Specialty Items 
4lll E. 4th St. 


TUCSON, ARIZONA 


Territory: Arizona, New Mexico, 
& El Paso, Texas 


1290 Grand Ave., Emerson 7309 
ST. PAUL 5 


Terr: Western Wis., Minnesota, 
North and South Dakota 








SCHULTZ SALES COMPANY 
2611 W. Douglas Ave. 
WICHITA 12, KANSAS 


Terr.: Kansas, Oklahoma, 
Western Missouri 


FRANK X. SCHILLING 
Confectionery and Novelty Items 
Box 416—Phone 2-3540 
BUTTE, MONTANA 


Complete coverage of Montana, 
Idaho, and Wyoming. 





West So.Central States 








HARRY YOUNGMAN 
BROKERAGE COMPANY 
Box 1619 
DENVER 1, COLORADO 


Territory: Colo., Wyo., Utah, 
Idaho, Mont., N. Mexico 


ENERAL BROKERAGE CO. 
$39 Tchoupitoulas St. 


NEW ORLEANS 4, LA. 


New Lines Desired 
Complete coverage in Louisiana 
and Mississippi of candy manufac- 

turers, jobbers, and wholesale 
grocers. 








524 North 12th Stree’ 
| ALBUQUERQUE, NEW MEXICO 





H. L. BLACKWELL COMPANY 


Emery Way at S t Dri 
a ae aos ~ Covering Arizona, New Mexico, 


EL PASO, TEXAS : Paso Coun’ 
Phone: 34503 idaho, Utah, _ = ty, 


Terr.: Tex., N. Mex., and Ariz. 


ence of 38 years. 











| Pacific States 





G & Z BROKERAGE COMPANY) Terr: California, Nevada, Ariz. 


A combined confectionery experi- | 


CARTER & CARTER 


| Confectionery Mfr's Agents 9111 Hillrose St., 
Established = Industry Do 1901 SUNLAND, CALIFORNIA 
mnecticut St. 
S (Suburban to Los Angeles 
| Phone: Main 7852 terr: California & Arizona 


| SEATTLE, WASHINGTON 


Terr.: Wash., Ore., Utah, Ida., 
} Mont., Nev., Wyo. 


JIM O’ROURKE 








I. LIBERMAN 
SEATTLE 22, WASHINGGTON 
Manufacturers’ Representative 

1705 Belmont Avenue 


Terr.: Wash., Ore., Mont., Ida., 
Utah, Wyo. 





| BELL SALES COMPANY 

} 100 Howard Street 
| SAN FRANCISCO 5, CALIFORNIA | 
| 
| 
| 
} 





Candy & Food Specialties 
Terr.: Calif., Reno, Nev., 
Hawaiian Islands 


HARRY N. NELSON CO. 
112 Market St. 

SAN FRANCISCO 11, CALIF. 

| J. RAY FRY & ASSOCIATES Sell Wholneale ‘Trade Only 

| 420 Market St.—Phone Garfield 7696 Terr.: Eleven Western States 

| SAN FRANCISCO, CALIF. 

Terr.: Calif., Ore., Wash., Mont., 

Ida., Utah, Wyo., Nev., Ariz. GEORGE R. STEVENSON co. 
302 Terminal Sales Building 
SEATTLE, WASH. 


Territory: Wash., Ore., Ida., Mont. 
Over 20 years in this area. 














CHARLES HANSHER 
459 N. Western Ave. 
LOS ANGELES 4, CALIFORNIA 


| Personal contacts with chains, job | 
|bers, syndicates & dept. stores | JERRY W. TURMELL COMPANY 


| 4127 Crisp Canyon Rd.—State 44713 
SHERMAN OAKS, CALIFORNIA 


(20 minutes from Los Angeles) 
Terr.: Calif., Associates at Hawaii, 
Philippines and China. Established 

since 1932. 





| GEORGE W. HARTLEY 
88 Marietta Drive 





SAN FRANCISCO 16, CALIFORNIA 


Phone: JUniper 4-5300 
Pacific Coast Sagueventetive 





RALPH W. UNGER 
923 East 3rd Street 
Phone: Trinity 8282 


GENE ALCORN & CO. LOS ANGELES, CALIFORNIA 


S. D. CARTER COMPANY 


Merchandise Brokers 
Box 217 


SHREVEPORT, LA. 
Terr.: La., Ark., & E. Texas 





W. S. STOKES 


1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 
383 Brannan Street 


MALCOLM S&S. CLARK CO. | 
1487 Valencia St. | 
No. Cal.; Nev.; & Hawaii | SAN FRANCISCO 7, CALIF. 
SAN FRANCISCO 10, CALIF Territory: State of California 
923 E. Third St.—Southern California | 
LOS ANGELES 13, CALIF. | 
Terminal Sales Bldg. JOHN fT. BOND & SON 


637 S. Wilson Place 
Wash., N. Idaho } Phone Federal 6028 





Terr.: Calif., Ariz., N. Mex., 
West Tex., Nev. 





WITENBERG-ROSS 


24 California St. 
Phone: Exbrook 7973 


SAN FRANCISCO 11, CALIFORNIA 
315 West Ninth St. 


Broker & Agent 
BATESVILLE, ARKANSAS 
Candy - Novelties - Specialties 
Terr.: Arkansas—Accounts solicited 


SEATTLE 1, WASH. 
903 Park Road 
Ariz., New Mex., W. Texas 


EL PASO, TEXAS 





inity 7 
LOS ANGELES, CALIF. yoane Vay vise 
Territory: Pacific Coast LOS ANGELES 15, CALIFORNIA 
Our 28th Year in Candy and Terr.: Calif., Arizona, Nevada 
Food Field & Export 





Dobeckmun Co., Cleveland, Ohio, estimated at- 
tendance of the 1950 Exposition will exceed 14,000. 


®@ Simplex Packaging Machinery Inc.: According 
to an announcement by Rene Gaubert, president, 
“Simplex Packaging Machinery Inc.” is the new 
name adopted to replace the former title, “Simplex 
Wrapping Machine Co.” The firm remains located 
at 534 23rd Avenue, Oakland 6, California. 


@ Transparent-Wrap Machine Corp.: Walter R. 
Zwoyer, president of the Transparent-Wrap Ma- 
chine Corp. of Hasbrouck Heights, N. J., announces 
the appointment of Diederichs & Griffen Co., 4753 
Broadway, Chicago 40, as sales and service repre- 
sentatives in the Midwest territory. 
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@ Borden Co.: Thirty-three safety awards were 
won by Borden Co., operations at the recent Na- 
tional Safety Congress in Chicago, it is announced 
by E. G. Quesmel, director of Borden’s bureau of 
safety. 


@ Associated Merchandising Corp.: Rex Tripp is 
appointed merchandise representative of candy and 
foods under supervision of Miss Leonore Smith, 
divisional market supervisor of staple smallwares, 
it is announced by Mr. H. O. Bergdahl, executive 
vice-presdent of the Associated Merchandising Corp. 
Mr. Tripp succeeds Philip Chillingworth, who has 
been appointed mdse rep. of toys, sporting goods, 
and cameras. 
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Confectionately Yours 


NUOPONOUNO OO NONAONOOOOOONRS 
UU 





Cer: Combining 
candy, fountain, tearoom, and 
bakery departments, the Owl-Rexall 
Drug Store at Beverly and La Cienga 
Blvds., Los Angeles, designates its 
new $250,000 food service depart- 
ment a “confectaurant.” A one hour 
concert, an American Kennel Terrier 
Show, and official ribbon-cutting cere- 
monies helped open the “confectau- 
rant” in the world’s largest drug 
store. 
oa of * 

YNTHETIC CHERRIES: Potential 

dollar earners for Britain, syn- 
thetic cherry “Chellies” are now 
being exported to the U. S. “Chellies” 
are made of sugar and glucose and 
covered with a thin, insoluble, edi- 
ble skin made from seaweed. Juice 
from natural Morello cherries is used 
to flavor the new product. Dr. Arnold 
Spicer and William Pleschardt, the 
inventors, spent seven years perfect- 
ing “Chellies.” William, Stewart, and 
Arnold, Ltd., the manufacturer, 
hopes to sell tons in the U. S. alone. 
Factories have also been set up in 
Denmark, Holland, and Sweden, and 
shipments have been made to South 


Africa and Australia. 


RON CURTAIN MEMO: Russia has 
yet to claim invention of chewing 
gum, and Russian experts still can’t 
make bubble gum, gum _ industry 


sources here report. 
= ” * 


= Mix: Allegheny county, in 
Pennsylvania, has 2,500 candy 
vending machines doing an average 
business of $5 a week, and best out- 
lets are industrial plants. ... In Mil- 
waukee, a pest control service uses 
gum drops in place of cheese to 
bait mousetraps. Trapping nine mice 
in an hour with a single gum drop, 
the firm’s head recommends lemon 
flavored gum drops be used for best 
results. . . . In St. Louis, a would- 
be holdup man with dark glasses, 
et al., demanded Mrs. Mary Robin- 
son, a confectioner, hand over her 
bills. Told she had none, he de- 
manded her change. Told there was 
no change, either, the would-be hold- 
upper told Mrs. Robinson to get 
some, “I’ll be back later.” ... In 
Singapore, the United Nations Eco- 
nomic Commission for Asia and the 
Far East was told by the USSR del- 
egate that the Philippines’ chewing 
gum bill to the U. S. had jumped 


four times the prewar level. 


for December, 1949 





Allegheny Ludlum Steel Corp. ............ 20 
“Aluminum Cooking Utensil Co. ............ 7 
“Ambrosia Chocolate Co. ...............:.00 48 
American Dry Milk Institute ........ Aug. ‘49 
“American Food Laboratories, Inc. ........ 50 
“Anheuser-Busch, Inc. .................... Nov. °49 
IN IG Citic tcl cacctntciseieniovecnin’ Nov. °49 
CE a TI, cttcsivecssccsborvecnnenicaees 47 
*Bay Wood Manufacturing Co. .............. 50 
“Berry Copper Works, A. .............. Sept. ‘49 
STN TO casesensveiccsocscccscssosed Sept. “49 
*Brown Instrument Co. ................c.cce00 49 
*Burckhalter, Inc., C. W. ................. Sept. 


“Burke Products Company .... 
“Burrell Belting Co. ..................cccc0002 


“California Almond Growers Exchange....3 
“California Fruit Growers Exchange.... 
ain 13, 23, 3rd Cover 








Carle & Montanari, S.A. ................00.... 34 
OR I cco ncsinesscsesstnceatnbiiehl Sept. “49 
“Chocolate Spraying Co. ..................000 12 
Cincinnati Aluminum Mould Co. .......... 52 
ORIEL WIIG III. cvvcensecnedsscssncssadesgeassee 15 
“Confection Machine Sales Co. ............ 54 
“Corn Products Co.., Ine. .................... Oct. “49 
“Currie Manufacturing Co. ...................... 53 
FN I esiccsncsesntnsecisecvconenl Nov. “49 
“Dayton Specialty Co. .................... Oct. ‘49 
SP TR TI. ccsesesscccsccsncesecesesscnness 60 
“Diamond Cellophane Products ............ 70 
TRIN HI, ON, snsiecnsccscassctentuenbntsiees 6 
*Dodwell & Co., Ltd. ................:000 Sept. “49 
“Dow Chemical Co. .................0000. Nov. “49 
«3 Sept. “49 
, % & Re eee ee 48 
“Durkee Famous Foods, Div. of 

EE I ic innrerrcensantaoscdnvenl Nov. ‘49 
“Economy Equipment Co. ........................ 55 
“Electric Auto-Lite Co., The ............ Sept. “49 
“Felton Chemical Co. ...................... Sept. ‘49 
, - RECO Nov. ‘49 
*Florasynth Laboratores, Inc. ...... Sept. ‘49 
» SS SEES Nov. “49 
“Fritzsche Brothers, Inc. ........................-. 4 
*Givaudan Flavors, Inc. ........................ 21 
“Glidden Company ...................00. Sept. ‘41 
PETE TE TEIN \viciccenicscoienshicinsnnscoosntuibbesannd 52 
*Hayssen Mig. Company ................. Nov. ‘49 
BRmetie Came Gat, TID oncecccccsccceessccsesessesses 63 
“Hooton Chocolate Co., The .................. 50 
TREE, Gig TID cccecvecnceseccsseesece Nov. ‘49 
PERS WHINE GODS cceccnicssiticeccsssinoisnesccess 62 
Oe inne cneiiatsnnignsinetceclions 63 
*Kohnstamm, H. & Co.., Inc. ................ 27, 28 
OS SE 54 


Land O'Lakes Creameries, Inc. 4th Cover 
*Lehman Company. Inc.., J. M. ........ Oct. “49 
Lynch Corporation Package 

Machine Division .....................:.:000 59 
*Lueders & Co., George ................... Nov. ‘49 


*Magnus,. Mabee & Reynard. Inc. 2nd Cover 
Manufacturing Confectioner Pub. Co. 

sined 19, 44, 53, 64 
“Merckens Chocolate Co.. Inc. ................ 45 





INDEX 


Meta) Displays Co. 


of Philadelphia ....................0.00... Nov. ‘49 
OI I MIE TRIS sckesaecececsccceesscechanncbsnees 14 
*Milprint, Incorporated ............................ 61 
“Mills & Bro., Inc., Thos. ................ Sept. ‘49 
“Minneapolis Honeywell Regulator Co. 49 
5. fh oS Oct. ‘49 
“National Equipment Corp. .................... 10 


“National Food Products Co. ........ Nov. * 


“National Sugar Refining Co. ........ Oct. “49 
*“Neumann-Buslee & Wolfe. Inc. ............ 42 
*Norda Essential Oil and Chemical Co.., 

BN otis sasetadiscsdesiath dicate ciatpaiotaneneanncied 17, 18 
*Nulomoline Company, The .......... Sept. ‘49 
*Oakite Products, Ime. ................:ccccesseees 55 
“Package Machinery Company ............. 56 
“Peerless Confectionery Equipment Co. 

Licaanbinhiahhibieaileinelilanbliniss seanghdiidcdddiceed Oct. “49 
“Pomlck & Ford, Ltd. Ue. ...0..00ccccccccsseeseee 53 
» rr... &  — “SgaeRseeE serene 60 
SHI Ge ie ice GIs encccccnccescccnsccncesens 24 
*Phillips Co., Inc., Charles R. ...... Nov. “49 
“Pitt & Sons Co., The C. M. ........ Sept. ‘49 
“Preferred Milk Products, Inc. ................ 46 
“Racine Confectioners Machinery Co..... 25 
HGR POE GIR ov ccesccterscpececnssesees Nov. ‘49 
“Rebinson Air-Activated Conveyor 

SII, ‘sc actinarenidienadhssntenssaanmninertetd Nov. “49 
TTI, -iccincennineanindabacdiamniconen 52 
I BI Tis i cnnseccriencetnninseniniotnontioes 4l 
“Robert E. Savage Company ......... Oct. “49 
Schlitz Brewing Co.., Inc. .............. Aug. “49 
*Senefi-Herr Co.. Inc. .............cccesseees Oct. “49 
» I Sept. “49 
“Solvay Sales Division, Allied 

Chemical & Dye Corp. ............ Nov. “49 
. |. cha ae 22 
*Staley Mig. Co., A. E. ................. Nov. “49 
“Standard Casing Co.. Inc. .................... 42 
*Stehling Co., Chas. H. ................. Sept. ‘49 
“Sweetnam, Geo. H., Inc. ............ Nov. ‘49 
ig Ra ENT 2 43 
I ee a Ere 42 
Triangle Package Machinery Co. Nov. ‘49 
“Union Confectionery Machinery 
EE ee cet Be ere 69 

*Universal-Engel Paper Box Co....Sept. ‘49 
“Vacuum Candy Machinery Co. .......... 25 
“Voorhees Rubber Mig. Co., Inc. ............ 54 


“Voss Belting & Specialty Co. ........ Nov. * 
“Vyse Gelatine Co. 2.0.0.0... Sept. * 


Walter Baker Chocolate and Cocoa 


*For Detailed Reference Data, See The “Purchasing Executives’ Number” for 
September, 1949 


Div. of General Foods Corp. ............ ll 
“Warfield Chocolate Co. ................ Nov. ‘49 
Wayne Candies, Inc. ......... siseecliinmsl 55 
“Weinman Brothers, Inc. ................ Nov. “49 
“Werner, John & Sons, Inc. ................ 8. Sl 
*W-E-R Ribbon Corp. ...............ccccccccsseeeees 63 
Western Confectionery Salesmen’s 
i aE a 64 
“Whitson Products Div. of the Borden 
sR ie NR aR liek 6 
“Wittenmeier Machinery Co. .......... Oct. ‘49 
B. Young & Company of America, 
RG ee Ree Oct. ‘49 
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Candy Clinic's Summary of 1949 Analyses 


by ERIC LEHMAN 


Superintendent, Candy Clinic 


‘-noram YEAR HAS gone by and we feel that there has 
been a decided improvement in the quality of all 
kinds of confections. During the war years and imme- 
diately following, candy was of the poorest quality with 
but a few exceptions, and almost “anything went” as far 
as the consumer was concerned. 


The Clinic feels that the following are the outstanding 
faults still to be corrected in the manufacturing of con- 
fections. 


We examined many well made confections only to find 
that they contained the cheapest flavors available. Other 
candies were so hard that they could not be eaten. A 
piece of confection may not be of the best quality (for 
price and size of various items must be considered), and 
the texture and color may be a little below par, but the 
flavor must be good if the consumer is to eat it. Use the 
best of flavors obtainable and use a sufficient amount 
in all confections. The difference on the cost sheet will 
hardly be noticed when compared to the increase of sales. 


Bar Goods 


Bars are getting larger. From 1 ounce they are going to 
to 2 and 21% ounces for the same price. The bars of to- 
day, however, are not of the same quality they were 
several years ago. Bars are now being sold three for 12 
cents and, if this condition continues, we will soon be 
back to the same conditions we had before the war— 
very large bars and very inferior quality. 


Boxed Chocolates 


Boxed chocolates from one dollar up are improving. 
on the whole, but not to the extent they should. We find 
some improvement in the coatings but very little improve- 
ment in the centers and assortments of these boxes. Very 
small assortments, large pieces, and too many of the 
cheaper centers are making many boxes inferior and of 
less appeal to the consumers. 


We notice, too, that the large extension-edged boxes 
are back, and all kinds of dividers and packing materials 
are being used to make the box appear larger. We feel 
that the consumer will not buy these boxes again, feeling 
that he is being misled upon first appearances. 


We also find many boxes of assorted chocolates in the 
lower price field that are better in quality than the higher 
priced boxes. With conditions as they are, manufacturers 
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of the higher priced boxes should do all in their power 
to improve their candies and to make their packages 
more appealing to the general public. 


Fudge 


We seldom see a sample of a real good fudge. Most 
fudge pieces are hard, tough, and poor eating. Many 
chew like a nougat. It is just as easy to make a good fudge 
as it is to make a poor one. 


Caramels 


The same can be said for caramels. Some are so hard 
and chewy that they resemble chewing gum. 


Marshmallows 


Marshmallows are coming back in a big way and most 
of the varieties in this field are good. We feel that marsh- 
mallows are too cheaply priced on the market today. 


Pan Goods 


Pan goods of the better grade, such as jordan almonds, 
cordials, and the like, are still fading out, while jelly 
beans, chocolate panned goods, and Easter eggs are more 
in demand. If the prices of chocolate panned goods con- 
tinue to go down, this confection will likely slowly 
disappear from the market. When items are priced so 
low, their quality is usually low also, and consumers 
shift their preference to other confections. 


Jellies 
In regard to many samples of jellies, both boxed and in 
5-and ten-cent containers, we find that most are nothing 
but soft gum pieces. The consumer is not going to buy 
the same package again if he finds gums instead of jellies. 
Gums, jellies, and hard candies should have the best 


flavors obtainable, and we find in most samples anything 
but good flavors. 


Summary 
Now that the war seems in the distant past, it would 
be well for most manufacturers to take inventory of their 
merchandise. The consumer is now looking for quality at 
fair prices. [mprovement is called for in many fields of 
endeavor as mentioned above if these candies are to 
survive on the market. 
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LIKE THE FLAVOR 
OF A FRESH-CUT 
LEMON.... 


When it’s /emon you want, Exchange is 
the Oil! 

More than 80% of all the lemon oil used 
in the United States is Exchange Lemon 
Oil. This overwhelming endorsement by 


the trade is your assurance that Exchange 





Lemon Oil delivers flavor . . . clarity 


and uniformity not found in any other 


Lemon Oil. 


Always specify it by the brand name 
when you order — Exchange Oil of 
Lemon. And to insure your satisfac- 
tion, accept no other brand. 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y, 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF, 
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CAUGHT. ,. Between Costs 


and Competition ? 


LAND O’LAKES 


improved 


NONFAT DRY MILK SOLIDS 
SOLVES BOTH PROBLEMS 


The squeeze is on between high pro- 

duction costs and stiffer competition 
for the public’s candy-buying dollars. Yet you can 
meet both—and make a good profit—by using 
LAND O’LAKEs New Improved Nonfat Dry Milk 
Solids. It’s economical. The initial cost is low. It 
requires no refrigeration, and only small storage 
space. The low moisture content means less 
cooking, lower fuel bills. 

But flavor is what counts with consumers. Good 
flavor—mellow and tempting but not too sweet— 
is a contribution LAND O’LAKEs New Improved 
Nonfat Dry Milk Solids makes to any formula 
specifying milk. Try it—and watch your sales climb! 


CONTINUOUS SUPPLY OF NEW IMPROVED NONFAT 
DRY MILK AVAILABLE EVERYWHERE—QUICKLY 


Immediate Delivery Through Branches and Brokers 
in Principal Cities, or write LAND O’ LAKES 
Creameries, Inc., Minneapolis 13, Minnesota 





In drums, barrels, and 
the NEW, handy 100 
Ib. and 50 Ib. Multi- 











